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Planning for Success 


Our first section is very much about laying the groundwork and planning 
for success. We're going to have you digging out analytics, thinking about 
your strengths and weaknesses and looking at audiences. 


It can feel a little overwhelming with so much information to look at, so 
it's important to say that you can take this at your own pace. And the 
same is true for all the sections in this ebook. 


Research is an essential phase of developing your marketing activities, 
but it can be tempting to jump past this and move on to the more action 
oriented sections (just tell me what makes a good tweet..), but we'd 
encourage you to not to do that. 


What you'll learn from the research will shape all your activities going 


forward. No two organisations are the same, so this is critical to your 
marketing success. 
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Organisational Analysis 


The first step in developing any comprehensive digital marketing plan 
is looking introspectively and analytically at your own Museum. 


Gather together all the key information on your digital marketing 
activities, like which social media channels the museum is active on, 
number of followers, best performing content, click throughs, website 
referrers and paid media. 


This is a good habit to get into. We like to record all the content we're 
publishing across different channels on a monthly basis and annotate 
his with the stats. This can be a great tool to look back on to build up 
a picture of what works and what doesn't. 


For example by doing this we found that Twitter posts featuring pictures of 
people got substantially higher click through, that’s been useful in shaping 
content going forward. 


Put this together all the information you feel is important in a report along 
with any other important statistics, for example is the information there to 
link marketing activities to income generation? 


Next, it's prudent to do a SWOT analysis. If you're not familiar, a SWOT 
analysis is taking a careful look at your organisation and identifying the 
strengths, weaknesses, opportunities, and threats. Let's break it down 
a bit further. 


See following page Pp> 


Strengths Weaknesses 


¢ What is your organisation doing well? ¢ Which aspect of your organisation is most vulnerable? 

«What are you most proud of? ¢ Which organisational strand is lacking strength/momentum? 

¢ What have your most successful campaigns been? ¢What might your competitors identify as a weakness for your 
organisation? 


«What programmes are most notable? 


- What valuable feedback have you gotten from visitors/patrons? 


Opportunities Threats 

¢ Which areas of your organisation have the most potential? ¢ What are the real threats to your organisation? 

- What would you like to see done better/more efficiently for the future? ¢ Internally, are there faulty processes or inefficient practices? 
«Where is there room for growth? ¢ Externally, are there fierce competitors? 

¢ Which audiences offer the most promise? ¢ ls there a financial threat to your organisation's sustainability? 
¢ Which departments offer the most promise? - Is there a concern over prolonged relevance/interests? 


¢ Which communities would your organisation most like to work with? 
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These questions provide a solid jumping off point for your own SWOT 
analysis. However, they can be significantly expanded upon. This exercise 
is best done visually and in a team setting, with your entire organisation. 
Other departments/staff members will most definitely have varying 
opinions on the SWOT of the organisation and everyone's input is valuable, 
especially within an organisational analysis context. 


This is also a great way to get sceptical members of staff onboard with 
your marketing activities, by asking their opinion they're often more open 
to what marketing can do for the museum. 

Consider Competitors 

Let's assume that you have a good idea of who your competitors are... 
They could be other museums but they're just as likely to be other leisure 
activities such as shopping, cinema, sports or even staying in and watching 
Netflix. 

Whoever you're competing against you should have a basic idea of 

who it is that you are up against in terms of drawing in and captivating 
your target audience(s). Take a look at current and previous marketing 
campaigns from your competitors. Keep an eye on what they are posting 
on social media? Do their blog posts have a lot of hits/retweets? 

To do this, we suggest: 

¢ Following their social media accounts 

¢ Subscribing to their newsletters and their mailing lists 

¢ Attending their events 


¢ Connect on LinkedIn 


¢ Get together for a friendly coffee 
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Write down some aspects of their marketing that you think are working, 
and some that you can clearly see are not. It's worth speaking to other 
museums about their best practices and how they have or have not 

met their marketing goals. We can learn a lot about effective marketing 
methods by sharing successes/opportunities for growth within the sector 
and most marketing professionals within museums realise the value in 
opening up an honest line of communication. 


Your Museums Mission 


Before you can create a great museum marketing campaign you need 
to know why you're doing it. For us the answer to that starts with your 
museums mission. 


For example the mission of Tate is “to increase the public's understanding 
and enjoyment of British art from the sixteenth century to the present day 
and of international modern and contemporary art”. 


Everything that Tate does flows from this mission statement, and that 
includes how they approach social media, their website and things like 
films and podcasts. Some of their activities will be to sell tickets to their 
latest blockbuster exhibition, but they also use digital channels as a way 
to educate, engage and excite people. 


We've found that starting with the mission of your institution as the 
foundation for everything you do gives you a strong foundation for 
your digital activities. 
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Marketing Goals 


Marketing is all about goals. Having set targets will provide some 
much-needed guidance about what kind of marketing your organisation 
should pursue and help to set realistic expectations and outcomes. 


Ask yourself this...What is your organisation's ultimate goal when it comes 
to marketing? 


Your marketing goal(s) is a targeted and measurable metric that is behind 
ALL of your marketing efforts. All of your campaigns and marketing efforts 
should be tied to your goal(s). Your organisation is essentially wasting time, 
money and shooting in the dark if that's not the case. 


Remember, your marketing goal(s) should be based on how you can 
support your museums mission. 


Referring back to your SWOT analysis, make sure that your marketing goals 
are aligned with your strengths and opportunities sections, whilst keeping 
in mind the weaknesses within and threats to your organisation. It’s not 
singularly the job of the marketing person/department to define these 
business goals, liaise with other departments and make sure that your 
organisation is aligned on what these business goals are. Next, you can 
form the marketing goal(s) from how the business goals will be achieved. 
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For example, if your organisation had the following business goals... 
1. Increase brand awareness 

2. Bring in new visitors 

3. Expand international audience 

4. Secure funding 

5. Engage younger audiences 

6. Expand educational programming 

7. Increase beneficial partnerships 


Then, the following marketing goals would be helpful in achieving 
those business goals... 


1. Increase website traffic 

2. Diversify online and physical audiences 

3. Increase numbers of international social media followers & website users 
4. Demonstrate concrete value of organisation 

5. Experiment with and infiltrate millennial dominated digital platforms 

6. Dedicated and targeted educational-programme awareness campaigns 


7. Raise sector profile by increasing PR and social media interactions 
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A great way to make sure that your goals are realistic and attainable is 
to put them through the SMART test. Are your goals “SMART”? 


SEMBEARRET 





Are they specific and targeted? Are they measurable through analytics or 
another method of data collection and measurement? Are they actually 
attainable or are they more of a pie in the sky dream? Are they realistic 
with the amount of staff, time, and money that you have? Also, are they 
time-bound, or do they all have a certain ideal completion date attached? 


The SMART test is a classic way of setting goals that will further your 


organisation rather than leave you caught up in the weeds. It’s imperative 
to make sure that all of your goals are up to snuff with the SMART test. 
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Your audience strategy should clearly and succinctly identify how your 
organisation will reach the target audience(s) which we will define below. 
What differentiates your organisation from other similar ones? What can 
YOU offer your target audience that simply no one else can? If you are 
working within a collections-based organisation, this is a good time to look 
at how your collections and mission are relevant to the target audience(s) 
you are looking to bring into your organisation. How will your target 
audience see themselves within the context of your institution? 


If your target audience isn't engaging with your organisation currently, 
or is but within a very limited capacity, now is the time to figure out WHY 
this might be and come up with a strategy to remove the roadblock. It 
isn't always easy to complete this step, but it's necessary to take a hard 
introspective approach to identify the reason why you need to employ 
these marketing strategies to bring your target audience(s) closer into 
the fold. 


Target Audience 


We've chosen to use ‘target audience’ here instead of ‘target market’ 
because it’s important to soeak to your audience as people, relate to them 
and value their opinions. This prioritises creating and sustaining a dialogue 
with them, making them feel heard. Purely viewing them as a market or 

a particular demographic that you are marketing your programmes and 
events to won't build that lasting relationship that results in authentic and 
loyal followers. 
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We encourage you to complete some comprehensive background research 
to find out t audience are. You will also need to who you should be speaking to 
in pursuit of meeting your organisational marketing goals. You need to be 
able to demonstrate to your organisation why those audiences are relevant 
and worth perusing. 


Budget 


Money, money, money! Let's get down to the nitty gritty and talk about 
what fuels these marketing goals, hopes, and dreams. It's money... which 
most arts and cultural organisations do not have in spades. You or your 
department may already be on a very limited budget and the prospect 

of approaching the organisation to ask for an increased budget to attain 
important marketing goals can be very daunting. However, have some 
peace knowing that all of the digital marketing strategy steps you've taken 
above can be used as concrete proof that you've done your homework 
and that this budget is necessary to carry out your strategies and achieve 
organisationally-beneficial goals. 


It's important to wrap your head around some key figures and to be 
realistic about how much money is within the marketing remit. Consider 

all of the different facts of marketing which we'll showcase below, but keep 
in mind that these may not all be applicable to you. Be sure to invest your 
money where your audience is and stay aligned with your marketing goals. 
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Marketing/Communications 
- Print ads (papers, bulletins, programmes) 
- Digital ads (website banners, pop-ups) 


- Print pieces (brochures, postcards, 1-sheets). Consider mailing costs 
in this estimate. 


- Digital content (e-newsletters, ebooks, case studies, videos, 
social media graphics) 


Public relations 

- Television and/or radio advertisements 
¢ Press releases 

¢ CPD - conferences, webinars, courses 

¢ Interview costs 

Social media 

* Facebook advertising 

¢ Twitter advertising 

- Instagram advertising 

¢ YouTube advertising 


- Google Ads (but if you're a non-profit, wait for the section on 
Google Ad Grants) 
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Digital 
¢- Website hosting and maintenance 
¢ Email marketing platform 


- Graphic design/video editing software subscriptions 
(Adobe CC subscription etc...) 


Equipment 

¢ Computer 

¢ Camera 

¢ Microphone 

¢ Tripod 

The above list is exhaustive and may not be 100% applicable to your 
organisation. That is totally okay! Use it as a jumping off point and don't 
get tempted to spread your organisation too thin at first. Choose a few 
things to budget for in each category that align with your marketing goals 
and then monitor the success of those methods. Invest more money and 


time in the processes that are bringing your organisation closer to its 
marketing goall(s). 
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Now, there are plenty of free marketing tactics that are not only 
popular and viable, but also proven effective. Good word of mouth 
can be time-intensive, but worth it’s weight in gold. It's impossible to 
control what people might say about your organisation and who they 
say it to, but if your organisation continues to pump out clear, meaningful 
and relevant content, chances are that people will have nothing to 
say but positive things! 


Building meaningful partnerships with the marketing departments of other 
organisations can also be extremely valuable and can often result in free 
marketing and advertising. Offer to do a materials swap where you display 
their materials at your organisation and they display yours. This can also 
work with social media sharing and reposting. If you offer up good will and 
sector support, chances are that other organisations will be willing to do 
the same. 


Implementations 


Deciding the way in which your marketing strategy will be implemented 

is the final step in creating your comprehensive digital marketing strategy. 
We've advised before to only spend time and money on the platforms 
that align with your target audience(s), strategies and goals, and that 

is definitely the case here. It's impossible to be everywhere at once 

and so it’s time to pick and choose what is most valuable for your staff 
and organisation. 


At this stage, it's possible to divide your marketing strategy into several 
sub-strategies that are specific to certain social media channels and other 
marketing methods like email marketing. We would only recommend that 
larger organisations spend time creating these detailed implementation 
plans as it can take a lot of time to do and can easily become too complex 
and irrelevant for smaller organisations. 


We will cover the ins and outs of social media later - so stay tuned :) 
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Sustainability and Longevity 


Now that you've got the tools to create a comprehensive marketing plan 
for your organisation, the next step is to think about sustainability and 
longevity. Who will be looking after this marketing plan, ensuring that all 
aspects are carried out on time and effectively? Remember to consider 
the workloads of staff members and not to be careful not to overload 
them. Marketing is not a magic wand. The very essence of marketing is 
showcasing the merits of an institution, promoting events and programmes 
to the public, enticing people to invest in your organisation emotionally and 
physically. It's not meant to be an easy-fix or cure-all for an organisation 
that is poorly structured from the start. 


If your org isn't measuring the marketing successes and failures as they 
come along, then there is no room for improvement, because it won't be 
known what improvement truly is! All of the analytics and data will also 
help to inform how future budgets and time should be allocated. As you 
keep reading, we will soend time introducing you to ways to set goals 
and chart your marketing progress. 


All of the time that you've now spent thinking about your own marketing 
strategy and creating it using our helpful guidelines needs to be supported 
by proper benchmarking and monitoring to ensure goals are met and 
success Is attained. 


Thank you for taking the time to come on this digital marketing strategy 
journey! Do bookmark this chapter as it will be helpful to refer to during 
the entirety of this ebook. This framework will help provide support for 
all of the helpful details, top tips and guidance that are to come! 
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Audience: Where is Yours? 


One of the very first steps in developing a successful marketing strategy 

is identifying your target audience. Who can benefit from your collections? 
Who is visiting you already? A target audience can be made up of multiple 
subsets, varying ages, interests, ethnicities, levels of engagement etc... 
Evaluating existing datasets is something you can do to learn more about 
your visitors which we will soeak about in this chapter. However, the key 

to dynamic marketing is being customer-focused. If your messaging isn't 
speaking to patrons and visitors of the museum, then who is it speaking to? 
There's no room for redundancy in the arts and culture digital marketing 
game. It's essential to make sure that your messaging is targeted and 
precise in order to stay relevant in an increasingly competitive market 

and to entice and appeal to the end-users. 


In this chapter, we will discuss several methods for discovering your 
target audiences including re-evaluating existing data, creating a visitor 
persona, learning from competitors, surveying visitors/followers and the 
“Field of Dreams” approach. 

1. Re-evaluating existing data 

2. Creating a visitor persona 

3. Learning from competitors 


4. Surveying visitors/followers 


5. "Field of Dreams" 
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Re-evaluating Existing Data 


This is a good time to look comprehensively at visitor figures, Google 
Analytics and social media followers. If you're working for a bigger 
institution that has a record of visitors numbers and figures over the 
years then take advantage of that and take a closer look at WHO is 
visiting/engaging with your organisation, and how frequently. 


There are many powerful tools that you can use to get to know more 
about your existing followers. Facebook Business Suite Insights is a tool 
that you can use to find out more about people on Facebook who are 
connected with you and/or follow your business page. We're including 
images here of the first steps you'll take when setting up your Facebook 
Audience Insights page. There are loads of filters and categories to 
choose from. Do play around and explore all of the tools for yourself! 
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It's possible to explore categories like age, gender, employment, location, 
relationship status and education level. There's also an option to save your 
audiences for future uses. After attaining all of this valuable information, 
Facebook Audience Analytics prompts users to create an ad that directly 
targets the audiences that were just identified. 


There is an analytics program for almost every major social media network. 
There's Instagram Insights which provides information on followers to 
business account holders (it's easy to register as a business if you're not 
already!). Social Rank is another free tool to use to analyse Instagram 
followers. It can provide business account holders with the following: 

¢ Gender distribution 

¢ Highest number of followers by location 

¢ Trending bio words 


¢ Popular hashtags 


¢ Optimal posting times 
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Museum Marketing 


i felaatsales 


Twitter Ads 


Analytics 


Settings and privacy 


Help Center 


Twitter has Twitter Analytics which is accessible from the left-hand side of 
your home screen - you can find it by clicking on the three dots on the left 
sidebar. 


Twitter Analytics is super useful in monitoring the success of your posts 
and campaigns, but it can also provide information on the following 
characteristics of your followers: interests, occupation, buying habits and 
gender distribution. It can also reveal much more - this is just a jumping off 
point! 


LinkedIn and Pinterest also provide platforms for their users to learn more 
about their audiences. If those are platforms that you are using regularly, 
then be sure to check this feature out and see. 
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Creating a Visitor Persona 


Creating a physical profile of the audience that you most want to engage 
with can be useful for visually assessing your target audience. Sussing out 
the key characteristics in either current visitors, or future hopeful visitors will 
aid in defining your audience and is essential for intuitive marketing. 


Important identifying factors (these are also key categories for surveys!) 
include: 


Age - It's best to use age brackets in this instance. Commonly used age 
brackets are: 


¢ Under 18 
NATIONALITY WN (clus Ne) 


- 18-24 years old LOCALITY EDUCATION 


¢ 25-34 years old 
¢ 35-44 years old 


¢ 45-54 years old 


GENDER ¥e)=1=]1 45 
- Over 55 RELATIONSHIPS 
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Language - Look up current language statistics in your area. These should 
be available from your local council. Tailor your questions to fit the most 
commonly used languages in your area. 


Education - This question is subject to your global location. If you're surveying 
people that are located within a different education system, it’s important to 
be aware of that. Also, if you are in a particularly diverse area, the equivalent 
educational degrees may not be known to some. Therefore, it's necessary to 
provide lots of options - take the following categories for example. 

¢ Degree or equivalent 

¢ Higher education 

- A Level of equivalent 

¢ GCSEs grades A+-C or equivalent 

¢ Other qualifications 

* No qualification 

«Don't know 

Hobbies - Besides coming to your museum/organisation, what else does 
your visitor enjoy doing? Finding out more about their hobbies is useful 

in knowing what kind of activities they might be involved in and where 


to advertise. This all ties into the “Field of Dreams” approach that we will 
discuss later on in the chapter. 
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Relationship - What is the relationship status of your ideal visitor(s)? 
The following categories are most popular when using this question 
to survey audiences. 


° Single (never married) 

¢ Married 

¢ In a domestic partnership 
¢ Divorced 

* Widowed 


Gender - It's important to employ sensitivity when broaching gender 
identity. Commonly used survey categories include: 


«Male 
¢Female 
- Other (please specify) 


¢ Prefer not to say 


Locality - Are your followers local to your organisation or do they travel to 
come see you? The options presented in this category should be reflective 
of the immediate regions around the physical location of your organisation. 
This information can be really valuable for future programming. Is it better 
to offer all-day programmes for people who travel from a distance or would 
a regular 1-2 hour lunchtime programme be better to reach out to local 
visitors? Find out by researching the locality of your followers. 

Nationality - In England and Wales there are 18 ethnic groups used by the 
government for classification. Now that's a lot, so they are often grouped 
into 5 broad categories: 

¢ White 

* English/Welsh/Scottish/Northern lrish/British 

¢ Irish 

¢ Gypsy or Irish Traveller 

¢ Any other White background 

- Mixed/Multiple ethnic groups 

¢ White and Black Caribbean 

¢ White and Black African 

¢ White and Asian 


- Any other Mixed/Multiple ethnic background 
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- Asian/Asian British 

¢ Indian 

¢ Pakistani 

¢ Bangladeshi 

¢ Chinese 

¢ Any other Asian background 

- Black/African/Caribbean/Black British 

¢ African 

¢ Caribbean 

- Any other Black/African/Caribbean background 

¢ Other ethnic group 

¢ Arab 

¢ Any other background 

If you're completing audience research for other countries, look up 
the commonly used ethnic groups and tailor them for your audience. 


It's important to provide an ample amount of variety and never make 
assumptions about who your target audience might be. 
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Learning from Competitors 


Keep your friends close, keep your enemies closer, right? Not to say that 
our competitors are our enemies, we can actually learn a lot from them! 
However, this expression has an air of truth to it as it is necessary to stay 
updated on what competing organisations are doing to reach out to their 
target audiences. 


As mentioned before, keep an eye on what similar organisations to yours 
are doing: 


¢ Follow their social media accounts 

- Subscribe to their newsletters and mailing lists 

¢ Attend their events 

¢ Connect on LinkedIn 

¢ Get together for a friendly coffee 

There are more friendly relationships than competitive in the arts and 
culture sector. Organisations are becoming more open and honest about 
best practices and what has, and what hasn't worked for them. There are 
also lots of support networks for arts and culture organisations around the 
world that produce interesting news and case studies on the latest and 
greatest in digital marketing and audience research. 

Arts Council England has put together a great list of sector support 


organisations in the UK. Definitely check it out and connect with them 
to explore their resources and offerings. 
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Surveying Visitors/Followers 


You'll hear us say this a lot in this ebook, but it’s essential to understand 
WHO your audience is and WHAT they are looking for. There is no better 
way to do that than to ask them directly. While re-evaluating existing data 
sets is helpful in creating an initial impression of your audience, this can 
always be reinforced with the collection of updated visitor data. For most 
museums, there are two captive audiences, physical and digital visitors. 


Physical - These are the people who physically visit your museum space 
and engage with your mission and collections. 


Digital - This audience is accessed through social media or through 
your website. Perhaps it’s someone who has stumbled upon your website 
or it could be a dedicated Twitter follower - either way, they fall into 

this category. 


In regards to physically surveying audiences, there may already be 

experts on this subject residing in your organisation. Education departments 
constantly have to evaluate their programme and report on progress and 
outcomes. Before re-inventing the wheel on surveying for your organisation, 
be sure to check with them to see what has, and what hasn't worked for them. 


We recommend the following methods to survey physical audiences: 


1. Questionnaires - They can be handed out at events or placed at the 
front desk of your organisation. 


2. Dedicated survey staff - Employ a visitor services assistant to 
specifically gather feedback from museum/organisation visitors 
through completing mini-interviews or handing out questionnaires 
to visitors. 
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. Mini-interviews - These can be conducted with regular museum/ 


organisation visitors as well as at events. 


. Focus groups - If you are interested in getting an opinion about a 


specific project/object from a diverse group of people, then bringing in 
someone from each of your target audiences to participate in a focus 
group is a bang-on idea. 


. Comment cards - These are apt to provide very open-ended feedback, 


so not advisable if you are looking for specific answers, but this is 
a great way to stay in touch with your visitors and capture their 
immediate impressions about your organisation. 


. Feedback buttons - Useful for larger organisations that was an instant 


answer as to whether something has been successful or not. 


. Show of hands - This is also called “body-polling” and is a very basic 


way to instantly attain feedback at an event. 


. Feedback wall - This is very useful in a highly trafficked area of your 


museum/organisation. Creating a physical space for feedback also 
shows your visitors that you really care about their opinions. This could 
be designed to capture feedback about the entire organisation, or a 
specific exhibition. 


. Follow-up email survey (bridges physical and digital) 
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We recommend the following three methods to survey digital audiences: 
1. Online surveys 

2. Twitter polls 

3. Call-to-Action (CTA’s) 


For online surveying, there are lots of popular websites and platforms that 
are extremely popular because they work quickly and efficiently in a very 
user-friendly way. We'll tell you a bit more about our favourite website/ 
platforms for creating effective surveys to send out to your audiences. 


SurveyMonkey - This website is one of the most popular survey platforms 
and is used by organisations all over the world. The basic plan is free, and 
then upgrades are set at £25 per user, per month, starting with 3 users. 
This platform is very intuitive and even gives users the option to have their 
survey created for them by answering a few simple questions. 
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O Choose a survey C) What’s your survey goal? 


Pricing Testing Competitor Category Awareness Get feedback ona Understand my Measure the success 
Research new concept market or of my brand 
competitors 


Ask about buying habits 
and demographics to 
better Identify your 
target market. 


Who do you want to survey? 


How do you want to get started? 


@ & & 


Build it for me , Build it myself — = en ene 
We'll ask you a few questions ‘Start with a blank survey and 

about you and your survey and design your own survey from 
start building it for you. scratch. 


v v 


Students or parents Volunteers or 


In the images above, the process of a survey being created through 
SurveyMonkey is demonstrated. If you are using SurveyMonkey to find 
out more about your target audience, then select the options above: 


1. My target market 

2. Understand my market or competitors 

3. Market segmentation or sizing. 

When you first begin creating a survey, it's possible to customise colours 
and fonts. It's advisable to choose colours that are related to your 
organisation's brand and fonts that are similar to fonts that are commonly 


used. We will go over brand consistency later on and will give you all the 
tools you need to uniquely define your brand. 
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Google Forms - If your organisation is already using G Suite, then this 
is an included application. This versatile platform offers hundreds of 
customisation options. 


ADD QUESTION 


@ 


IMPORT QUESTION 


Ly 


€ Museum Marketing Mm xx Allctenges saved in Drive x 


ADD TITLE & 
DESCRIPTION 





7 


Museum Marketing 


ADD IMAGE 


Untitled Question @ Mukiple choice v 
Option 1 


ADD VIDEO 


dd option or ADD "OTHER" 








ADD SECTION 


Moving onto settings, there are loads of options to consider such as if you'd 
like to collect the email addresses of survey participants (which is great 
for gathering participants information) as well as response limitations 
and respondent restrictions. 


Settings 


Settings 





GENERAL PRESENTATION QUIZZES 


GENERAL PRESENTATION QUIZZES 





{_] Collect email addresses {_] Show progress bar 


{_] Shuffle question order 
Show link to submit another response 


Requires sign in: 


{_} Limit to 1 response Confirmation message: 
Respondents can: 


t bmit 
{_] Edit after submi CANCEL SAVE 


ia See summary charts and text responses 


CANCEL SAVE 


It's also possible to adjust how the respondents will experience the survey 
and will view it as they fill it out. Take advantage of these customisable 
options and think about the experience that you want your respondents to 
have when they fill out your survey. 
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It's important that the survey is as user-friendly as 
possible so that respondents don't get frustrated. 
Completing a survey is something that most people 
are happy to do, especially if it's short and there is 
some type of motivating incentive. This incentive 
could be anything from a discount in your shop 

to a free visit to your museum. Get creative with 
what you can offer people and make sure that it’s 
easy for them to offer up their time to provide your 
organisation with valuable feedback. 


We LOVE interfaces that are user-friendly and I'm 
sure your organisation does as well. The Google 
Forms interface is very easy to use with lots of drag 
and drop options which will be navigable for even 
the most novice survey-creator. 


If you choose to use Google Forms to create 

a survey, take advantage of the opportunities 
that the platform offers such as inserting video & 
images. You can assess which images audiences 
best respond to, trial new video techniques on 
survey respondents, and make your survey just 

a bit more interesting than the run of the mill 
templated version. All of this will capture and keep 
respondents’ attention and make them all the more 
likely to start and finish your survey to provide your 
organisation with valuable data. 
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“Field of Dreams” 


Ever heard of the “field of dreams” approach? 


Basically, it involves Kevin Costner hearing voices in a corn field (which 
is strange, yes), but what the voices were saying had a ring of truth to it. 


“If you build it, they will come” is what the voices were saying and this 


turn of phrase has turned into a quite credible approach to marketing 
to a specific customer base. 
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The key is to do the following: 
1. Connect your content to your organisation/mission 


2. Build-up a dedicated audience who are interested in your authentic 
story/mission 


If your content is received as being authentic by your audience, they will 
naturally gravitate towards your brand. Audiences crave to see themselves 
in marketing. How would this make their lives better? How is this content 
and mission directly related to their own core beliefs? If you perform high- 
quality audience research and know how to speak to your audience's 
interests and needs, they will come! Create a space that your audience 
wants to revel in and you can convert those who were interested, to those 
who are invested. 


To round up... 


By now you have a better idea of who your audience is and what kind of 
content they are interested in seeing. The next step is to produce content 
that is intimately connected to your organisation. If you are an organisation 
that has a collection, make sure your posts highlight unique and interesting 
aspects of it. If your organisation works with diverse communities, then share 
that work with your followers. Take content that you know is interesting and 
connected to your organisation, and share it through methods that you know 
will be successful with your newly identified target audiences. 


Now that you have all the necessary tools to understand your audience 
better, it’s important to take that knowledge and turn it into content that 
your audience will gravitate towards. Build THEIR field of dreams with 
content that is relevant and engaging to them and just like the strange 
voices said, they will come. 
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To recap, we went over the following ways to get to know your audience Brand Consistency 
on a deeper level: 


¢ Re-evaluating existing data 
¢ Creating a visitor persona 

¢ Learning from competitors 

- Surveying visitors/followers 
- "Field of Dreams” 


Now go and research! 
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An easily recognisable style contributes to consistent brand awareness 
and will without a doubt, increase consistent digital engagement. Where 
would McDonalds be without the big yellow arch? When you're searching 
for apps on your phone, you don't look through a list, you search them 
out by their colour, font, and definable characteristics. It's these definable 
characteristics that will make readers take the time to pause during their 
daily social feed scroll to engage with a new post or message from your 
organisation. 


Having consistent branding will also save your organisation lots of time in 
the long run. Instead of choosing from 1,000s of different colours, anyone 
who is creating something visual for your org will have a predefined colour 
palette and font selection with guidelines on how often to use said colours/ 
font and where to use them as well. 


So - where to start with choosing colours and fonts? We will break it down 
for you and dissect all of the “designer” terms. 
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Colours 


Choosing eye-catching colours for your brand is important. It's also 
important that all of the colours chosen blend together in some way, shape 
or form, and that it's also indicated how often they should be used. Begin 
with googling colour palettes and seeing what catches your attention. Are 
you interested in colour palettes that are bold or muted? Earth tones or 
neon? The colours that you choose should reflect your organisation and 
mission as well as which audience(s) you are targeting. 


Excitement Technology 
Passion Trust 
Energy Creativit 
-) Active © Individuality 
Optimism Romance 
Cheer C) Happiness 
Nature 
: Luxury 
© Healing _ Sophistication 
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The chosen colours are one of the first things that people will notice about 
your brand. Canva, an app that will be discussed later, offers some great 
advice on choosing colours for your brand. They have created the following 
colour wheel which illustrates which feelings certain colours evoke for people. 


Why does Victoria's Secret use the iconic pink and black? Well, they want 
people to associate romance and sophistication with their brand. 


Why does Holland and Barrett use forest green? Well, most likely it's 
because they want their customers to connect their brand with nature and 
healing. Once you've taken a good look at this chart, you'll start to see 
connections all around you! 


Once you've decided on about 4-6 colours that you'd like to include in 

your brand colour palette, it's time to note the CMYK and RGB values for 
each chosen colour. No, a mouse didn't just run across the keyboard... these 
acronyms are commonly used by designers and mean the following: 


CMYK - Cyan, Magenta, Yellow and Black 
RGB - Red, Green and Blue 


These are terms that designers use when working in print (CMYK) and 
working in digital (RGB). Cyan, magenta, yellow and black are the 
colours used in a printer and therefore all colours created need to have 
a designated percentage of each of those four colours included. The 
same goes for digital. Computer pixels are made up of red, green and 
blue colours. All colours that will appear on a screen are made up of a 
percentage of each of those colours. 


Whether you work with an in-house designer or you outsource your graphic 
design, identifying these colours will pay-off in the long-term and make sure 
that all of your content comes out with consistent coloration and branding. 
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R: 165 C: 33.14% R: 192 C: 27.62% 

G: 150 M: 32.88% G: 189 M: 21.95% 

B: 127 Y: 42.26% B: 185 Y: 24.59% 
K: 14.87% K: 3.27% 


R: 119 C: 38.25% R: 126 C: 55.52% 

G: 90 M: 51.43% G: 143 M: 37.51% 

B: 52 Y: 76.45% B: 168 Y: 22.19% 
K: 41.87% K: 5.49% 


Another term to know when working with colours is “Pantone”. Pantone is 
basically the universal language for colours. Pantone colours are colour 
codes that stand for a specific shade. Each Pantone shade has CMYK 

and RGB values. Pantone colours are developed using a “spot colour” 
technique, meaning that the colours are created using 18 different colours, 
rather than the 4 CMYK and 3 RGB colours. This means that if you choose 
your colours right from a Pantone book or kit, they may not be available for 
digital marketing. If you are creating a print piece and/or communicating 
with a graphic designer, they may reference Pantone colours to make sure 
you are working with exactly the right hue/tone, but just keep in mind that 
these colours are primarily used for screen printing and not for digital design. 


R: 241 C: 6.8% 

G: 242 M: 4.05% 

B: 243 Y: 5.51% 
K: 0% 


G:209 M:15.84% 
B: 197 Y: 23.18% 
K: 11% 


R: 215 C: 18.25% Li 





At this point, you should have your colours chosen (possibly with Pantone 
names) and CMYK and RGB values identified.... You do? Okay, super! 

Now, we will move onto defining which colours are your primary colours 

and which ones are secondary. To be clear, we aren't talking about primary 
colours as in red, blue and yellow, we are talking about the colours that you 
will use most often in your branding. These colours should be immediately 
recognisable as belonging to your brand. The secondary colours that you 
choose will be the ones that are accents/pops of colour. They should be 
used less often than your primary colours. 
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A great way to illustrate how often colours will be used within your 
branding is to create either a colour chart or a colour wheel. This visual 
is extremely easy to create and helpful in allowing different departments 
in your organisation to create their own content and stay on-brand. We 
created the images below in InDesign, but you could use lots of different 
applications to choose your colours and create a colour wheel/chart. 


- PaletteCam is an application that helps you create colour palettes right 
from images that are in your library. 


¢ Colour Grab is another downloadable application that allows you to 
extract colour palettes from images. 


¢ Coolors is a very groovy app that generates complementary colour 
palettes in the blink of an eye! 


¢ Canva is a great application for novice graphic designers that aren't 


quite ready to go FULL Adobe CC. You can create everything from colour 


wheels to 1-sheets and brochures on this app. 
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Fonts 


Now, it’s time to get full-FONTal... Hey, it's been a good while since we've 
cracked an awful pun like that - just give us this one :) Like colours, the type 
of fonts that you use can indicate whether you are a fun, sophisticated, 
serious, savvy or eclectic brand - maybe all of them! It’s important to 

align the fonts that you use with the way that you want your brand to be 
perceived and the type of followers/visitors/customers that you want to 
engage with. 


When choosing fonts for your brand, there are two primary categories of 
fonts to consider; serif and sans serif (exhibited below): 


Serif - Fonts that have a “tail”, or little distinguishing curve at the end of 
the letters. These little “tails” as we so expertly called them are also known 
as “serifs” 


Sans Serif - This term encompasses all fonts that do not have serifs so 
these fonts that are typically very modern and sleek. 


SANS SERIF 
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We advise choosing at least one serif and one sans serif font for your brand. 


Sans serif fonts are often used for headers and subheaders while serif fonts 
are typically used for body text. We'll illustrate what we're talking about 
just below. 


MUSEUM MARKETING 


< Header 


How to relate to audiences and improve your 


digital marketing reach < Subheader 


This course on digital marketing for museum and 
other arts and culture organisations will walk you 
through creating a digital marketing strategy step 


< Body Text 


by step. Helpful tips, tricks and templates will be 


given to course participants along the way. 


|DYoyamupcevtmeleimeyemuablcmevellelet-m-velembiceyue tale) (— 
opportunity to step uo your marketing game! 


You can see the usage of the three different font styles above and how 
they contribute to having an eye-catching and easy to read quip. In the 
example above, the header and subheader are bolded to add extra 
emphasis, while the body copy is presented in a nice and clean serif font. 
This is a standard usage of fonts within the whole of the marketing world. 
Therefore, people have come to expect seeing adverts and contents 
broken down into these different font categories. 
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Now, don't get the impression that design with colour and fonts is ALL rules 
and no play. There is certainly some room in the museum marketing field 
for having some fun with fonts. All good things in moderation, right? Below 
please find some examples of eclectic fonts along with the label of the 
category that they fall into. 





Keep in mind that the fonts above should be reserved for headers and 


subheaders; perhaps some quote bubbles and other quips here and there. 


Slab, script and decorative fonts should never be used for body text. Not 
only will they be difficult for viewers to read, but they will also lose their 
punchy effect if they are used for large blocks of text. 
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If you want to look beyond the standard fonts available on most Microsoft 
and Adobe platforms, you can download fonts from the internet 


Adobe Fonts - Loads of fonts that are already cleared for personal and 
commercial usage. If you have an Adobe ID then you are good to go! 


Google Fonts - FREE, yes, free fonts and they are all unique and beautiful. 


Font Shop - A mix of free and paid fonts. One of the most popular sites to 
buy fonts for commercial use. However, the fonts on this site can be a bit 
pricey so make sure you are serious before you commit. 


Colophon - We're kinda in love with their groovy website - but they have 
rad fonts as well. This site is definitely geared for people who are serious 
and ready to shell out for a ‘one of kind’ font, but they do have bespoke 

and beautiful options. 


DaFont - Lots of funky fonts available to download. Most of them are free, 
and they include an option to donate to the author of the fonts. If you are 
using these for business purposes, make sure that it is signed off by the 
author of the font. 
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SO....we've now got our colour palettes sorted as well as our fonts. It's time 
to put it all together into a complete digital branding kit. Below you'll see 
our museum marketing branding kit which is complete with fonts (serif and 
sans serif) as well as our chosen colours (RGB and CMYK) and finally, our 
colour chart illustrating how often the brand colours should be used. 

If you're working with an outside graphic design team, they will LOVE you 
for putting this together and sending it to them!! 


FONTS & COLOURS 


GEOMETROS 
ABCDEFGHIJKLMNOPORSTUVWXYZ 
ABCDEFGHIJKLMNOPORSTUVWXYZ 
0123456789 


Verlag 


ABCDEFGHUKLMNOPQRSTUVWXYZ 
abcdefghijklmnopaqrstuvwxyz 
0123456789 


Athelas 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 

0123456789 
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| bet at the beginning of the chapter, you would have thought you'd never 
be able to create something like this... Well, here you go! You now have alll 
of the elements needed to create a branding kit of your own. 


Armed with your branding kit and the applications needed to make your 
own custom branded graphics and content, it's time to personalise all your 
digital pages and platforms. For example, does your Twitter profile picture 
match your Facebook page? Are the colours consistent across all your 
social media pages and website pages? What about fonts? 


There is no time like the present to make sure that everything is 
coordinated and clearly identifiable to your brand. Below we've whipped 
up a social media size infographic that will come in SUPER handy when 
creating your own graphics and content that is brand consistent and sized 
appropriately for each platform. 


“SOCIAL MEDIA GRAPHIC SIZES 
WN Ol =] = 1010) 4 


icovil(-Me)ale)co eam Es|0b au s10) 





— — sid C: 9867 —_ a Cover photo - 820 x 312 
G: 167 M: 27.51 G: 48 M: 69.28 G: 53 M: 88.74 Shared image - 1200 x 630 
B: 216 Y: 0.5 B: 65 Y: 48.86 B: 0 Y: 100 Event image - 1920 x 1080 
K:0 K: 53.22 K: 0.38 TWITTER 
R: 243 C: 6.65 R: 183 C: 34.34 R: 0 C: 86.76 Profile photo ee 
G: 242 M: 2.66 G: 183 M: 16.32 G: 103 M: 36.1 Header photo - 1500 x 500 
B: 221 Y: 17.55 B: 61 Y: 86.75 B: 112 Y: 44.07 In-stream photo - 440 x 220 
K:o K: 2.52 K: 26.16 INSTAG PeN Y,| 
ceviliom olatelxo eam LCP au m10) 
mes-1me|e-] e/a) (ouream 01210 -am10)010) 
Instastories graphic - 1080 x 1920 
LINKEDIN 
iacevil (Me) arolco len: 1010 a-100) 
Background photo - 1584 x 396 
(@]rel-Taliy-)ule)ar-1 mele (oem 100) a10)0) 
Square logo - 60 x 60 
Company cover photo - 1536 x 768 
® e e e e 
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Developing a branding kit may seem like the sole responsibility of the 
person who is in charge of marketing (ahem, you, ahem), but it's important 
that all voices in your organisation are happy with the look of the branding 
kit and realise the importance of developing an organisational tool such as 
this. Having everyone on board from the beginning will also help your team 
to realise how important branding is and that it's something that they will 
have to incorporate into their work as well! 


The next theme we are going to explore is social media... Are you excited? 
We have lots of great tools and tricks to share with you to make the world 
of hashtags and posting just a bit smaller and more palatable. For now, 
bookmark this chapter as you'll be referring back to it as we talk more in 
detail about what type of content is appropriate for each channel and how 
to use graphics/images to reel in your targeted audience(s). 
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Insane Campaigns 


Let's end this chapter on a high note - by shoving loads of inspirational 
campaigns your way! This section will contain shining examples of cultural 
organisations who hit the nail on the head with engaging campaigns that 
proved extremely memorable to the public. 


These campaigns were pushed primarily on social media, but what we 
want to note here is the planning, organisational connections and brand 
consistency that was behind each shiny, viral campaign. Each campaign is 
rooted within the institutional mission of each organisation and worked to 
garner interest in the respective organisation and subsequent offerings. 


DP) Chapter 1 Chapter 2 Chapter 3 Chapter 4 Chapter 5 
Audience and Social Media Website Driving Traffic Recap 
Content Planning 


1840s GIF party 


Tate Britain hosted a major mass participatory digital project as a part of 
their Tate Late programme in February 2014. This project involved asking 
the public to submit animated GIFS from 5 selected artworks housed in the 
1840s gallery. 


¢ John Brett, Lady With A Dove: Madame Loeser 1864 

¢ Albert Moore, A Garden 1869 

¢ John Singer Sargent, Carnation, Lily, Lily, Rose 1885-6 
¢ Joanna Mary Wells, Portrait of Sidney Wells 1859 


¢« James Abbott McNeill Whistler, Harmony in Grey and Green: 
Miss Cecily Alexander 1872-4 


What was so interesting about this campaign was Tate's playful and 
crowd-sourced means of engaging with the public. The intention for this 
campaign was to “warm” the Tate brand according to the evaluation 
report for the project. Tate went about this by commissioning several artists 
to create GIFs that served as inspiration for the public and then an all-call 
was put out to the public asking for unique GIF submissions. 





This project was part of the Tate Late programme which aims to bring 
younger audiences into the gallery. It therefore makes complete sense 
that Tate would run a campaign that is specifically targeted at engaging 
digitally savvy young people. They also followed the digital marketing 
textbook by linking their campaign directly back to their collection; they 
get an At in our book! 
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The press attention and social media figures that this campaign pulled 

in were remarkable. According to the evaluation report, the public GIF 
submissions were re-blogged and liked 85,000 times, with one GIF reaching 
77,000 alone (with that number having surely increased from the time 

of the 2014 report). It's also worth noting that a large proportion of the 
participants were from overseas which contributed to international press 
coverage and the Tate collection being shared worldwide and accessed on 
an international scale. 


Tate gets high marks from us for the following reasons: 


- Campaign medium (social media) directly targeted the desired 
age group (15-25) 


¢ Highly focused on the Tate collection 
¢ Playful yet powerful approach 


¢ Campaign was carefully planned and integrated into their strategy 
to bring in a key audience 


* Embracing new technology (GIFs) 


¢ Accessibility; audiences all over the world could participate in the 
challenge even if they couldn't physically visit the 1840s gallery 
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The Rijksmuseum is a fantastic museum with a fantastic collection of art 
and fantastically massive ships. If you haven't been, put this incredible 
place on your bucket list - it’s worth it! Something that the Rijksmuseum 
also does super well is marketing/publicity. Two campaigns both around 
the same painting have been tremendously successful and will serve as our 
next insane campaign examples. 


In 2013, the Rijksmuseum re-opened after a 10-year renovation. After a 
massive closure like that, it’s imperative to drum up some publicity and get 
people excited about the re-opening and remind them why they want to 
visit the new and improved museum. Rijksmuseum put the stunt in PR stunt 
by staging a full-on flashmob tableau of Rembrandt's The Night Watch 

in a Dutch shopping mall. The video of this unfurling went absolutely viral 
with millions of viewers in countries all over the world watching Rembrandt's 
painting come to life. Actors leaping from balconies and a giant frame 
being dropped from the ceiling? We are so in. 
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This campaign was so successful because the Rijksmuseum went 
completely out of the box and literally brought a painting to life. They 
brought a masterwork to the public, to people that had perhaps never 
been to, or even heard of the Rijksmuseum. The creation of the video 

that documented the stunt was, we're sure, carefully planned out to then 
distribute to various media outlets to showcase the ingenuity of their 
campaign and raise awareness of the museum re-opening. Rembrandt's 
The Night Watch is such a famous painting that the museum has a whole 
room dedicated to it - it could be considered the Mona Lisa of Amsterdam! 


Flash-forward to 2019 and the Rijksmuseum is in the midst of another 
amazing campaign around Rembrandt's masterpiece. This one is called, 
Operation Nights Watch. The Night Watch has gone through some, well, 
shit to put it frankly. It’s had its edges trimmed off, acid thrown on it, layers 
of varnish added and removed and has lived in poor conditions for some 
time. Now that the museum has re-opened, researching The Night Watch 
was a high priority for museum staff. During an intensive research project 
like Operation Night Watch, most museums would be apt to take paintings 
up and away to the conservation wing for private examination by a few 
highly specialised conservators. However, the Rijksmuseum has decided 

to do things a bit differently. They have decided to leave the painting 
hanging in place in the gallery and construct a glass box around it with all 
of the research equipment. This transparency allows museum visitors to see 
exactly what goes into a research operation like this one and information 
on wall panels is also provided on why this process is needed. 
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However, the Rijksmuseum has truly kept to their fashion of doing things 
on a viral international scale and has created an entire website and 
campaign dedicated to showcasing the TLC being taken out on one of 
their most prized paintings in the collection. The website includes a behind 
the scenes tour of the research process for adults as well as a specialised 
one for children. They've also hosted live=-stream videos of the research 
project to allow the public to see the process on an even more intimate 
level! 


For both of the campaigns surround The Night Watch, Rijksmuseum gets 
top campaign marks from us for the following reasons: 


¢ Bringing art to life... literally 

¢ Bringing important masterworks into public places 
¢ Exploring performance mediums 

¢ Highlighting typically closed practices 

* Normalising research/restoration practices 


¢ Using digital means to spread awareness of research methodologies 
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#SocialMedium 


Moving over to the United States, in 2014, Seattle's Frye Art Museum 
presented ‘#SocialMedium’, an exhibition that showcased the most liked 
works in the collection. Frye Art Museum handed over curatorial power to 
the entire internet by setting aside a two-week period to determine which 
works in their permanent collection received the most ‘likes’ on social 
media and then displaying the works that received the most traction 
within a special exhibition titled #SocialMedium. Participants were able to 
vote via Facebook, Instagram, Pinterest and Tumblr where images of the 
collection had been posted. The museum also offered visitors the option 
to physically vote at the museum although most of the voting came from 
online participants. 


One of the most interesting facets of this campaign is the international 
canvas on which this exhibition was painted. People from all over the world 
could vote and were actively encouraged to do so. The goal of the Frye Art 
Museum was to have a show that was entirely curated by the internet. 


By utilising a unique understanding and global perspective, these voters 
were bound together by a single collection and in turn, the Frye Art 
Museum realised what a marvel it was to be able to connect so many 
people around the world through a single work. Frye Art Museum realised 
the capacity that social media has to reach people across the globe and 
they used that power to bring the museum into a setting in which it had the 
ability to impact many young people who perhaps thought that museums 
weren't relevant to them. 
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In their 2015 Annual Report, Frye Art Museum states that although 
#SocialMedium was organised by the museum, it was curated by 4,468 
guest curators. The museum's employment of social media for such 

an integral part of the museum's curatorial work was a huge show of 
acceptance of rather new connective platforms (at the time, 2014). For the 
museum staff to join together and put their faith in these platforms, and in 
public opinion, is an example of a truly participatory artistic endeavour. 


Frye Art Museum gets a round of applause from us for the following 
reasons: 


¢ Organisation-wide participation in a social media campaign 


¢ Making their collection accessible and interesting to an international 
audience 


¢ Using four different social media platforms to maximise engagement 


- Actively engaging with likes and comments from participants around 
the world 


¢ Showcasing the power of crowd-sourcing and social media engagement 
to the greater Seattle area 
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ArtFund “See Everything” 


This video campaign was launched by the national charity for art, ArtFund 
in 2016 as an effort to promote their National Art Pass. They employed 
American filmmaker Alex Gorosh to take on the impossible task of seeing 
all of the art in London in one day. That's right, ALL of the art, in one day. 
This is quite clearly a herculean task, but the way that ArtFund cut the 
video together showcases the fun and goofy way that Gorosh goes about 
it, whilst highlighting the impossibility of visiting all of the 92 museums in 
London in one day. During the 10 hours that Gorosh spent on his task, he 
visited 13 museums and walked more than 22 miles. He also saw more than 
140,000 works of art. Now if those figures don’t shock you, then this one will. 
In London's 92 museums and galleries, there are 20 million works of art! 

On his grand tour, Gorosh saw less than 1% of all of the art in London. 





This campaign was, and is so successful because it highlights the Ppl 4) 304/287 
impossibility of seeing all of the art in London in one day, even if that 

was someone's sole mission. The ArtFund’s National Art Pass gives the 

card holder discounted entry (often 50%) to most major museums and 

exhibitions. The “See everything” campaign is so genius because it visually 

highlights the necessity for the pass as it demonstrates that multiple visits 

(aka £££) are necessary to really “see everything”. 
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BD sinat is te perfect work of art? @ » ArtFund does a really fantastic job at creating engaging videos that hit 

‘ Watch later Share the nail on the head when it comes to driving a campaign home and really 
selling the necessity of arts and culture to society at large. Other notable 
videos/campaigns are: 


- "What is the perfect work of art?” - which explores the variety of opinions 
amongst the general public when it comes to artistic success. 


- "Miss nothing” - which highlights not only paintings and objects, but the 
unsung heroes of the UK's museums and galleries (shiny floors, yummy 
blueberry muffins etc...) 


The three campaigns named above are all aimed at promoting ArtFund's 
National Art Pass, but these videos do a brilliant job at showcasing the 
value and necessity of the pass in a very fun and quirky way. We will go 
Tap oa en = 2 Voulube CJ £7 over media usage within a marketing context more later which focuses on 
social media, however, it's worth noting now with these brilliant examples 
that videos and images have a tremendous ability to reel viewers in and 
situation themselves within the context of the campaign. The videos above 
are filmed in UK museums and display a diverse range of people. All of this 
contributes to aspects of the video being relatable to viewers who could 
then in turn become National Art Pass holders. 


MORE VIDEOS 
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ArtFund gets a digital standing ovation from us for the following reasons: 
¢ Very fun and playful take on marketing videos 

¢ Strong links to museums and collections 

¢ Using media as a means to convey messaging 

¢ Very robust and active YouTube channel 

¢ Campaign is clearly linked to promoting a valuable product 


Let's be absolutely crystal-clear about something. All of these campaigns 
were created by large museums and organisations that have loads of 
money and resources at their disposal. We recognise that commissioning 
artists to create GIFS are creating whole websites dedicated to research 
projects may not be within your organisation's remit or budget. However, 
there is a lot to learn from the planning and execution of these campaigns 
as well as how they were received by audiences worldwide. As the title 
suggests, these are "insane campaigns”. Insane how? Insane in that they 
are extremely memorable, successful and all went viral. 


Learn from how Tate Modern used a nuanced form of digital picture 
manipulation to speak to an entirely different audience. Consider how 
the Rijksmuseum brought a hidden process to light through digital means. 
Take a leaf from Frye Art Museum's method of creating an entirely crowd- 
sourced exhibition. Model your videos and imagery after ArtFund's with 
their quirky twists and playful nature. 


Your organisation may not have the time or the tools, but if you follow 


the blueprint from these success stories, you will be sure to start your 
campaigns off on the right track. 
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Tools to make your marketing life easier 


Want to know how to make your marketing life 1000% easier? Well, 

you're in the right place! We'll introduce you to all the top applications 
and tricks of the trade that marketers use to stay on track. To begin, we'll 
introduce you to applications that you will not know how you lived without. 
Organising content, scheduling, and editing social content, working with 
your team to manage projects and share assets.... It’s all here folks and 

we are going to introduce you to some of our favourite platforms that will 
help workflow and increase productivity. 


Keep in mind that we will be giving an overview of the best and most 
popular platforms, but we'll also add our opinion about what kind of 
marketer each one is geared towards. It's essential to do your own 
research when choosing to invest time and money into a platform that 
helps to manage and streamline your marketing efforts. 


Let's get started, shall we? 
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Hootsuite 


One of the most popular social media management platforms that caters 
towards creating and scheduling social media content for platforms like 
Twitter, Facebook, Instagram, LinkedIn, YouTube and Pinterest. 


Hootsuite is trusted by organisations large and small and is definitely 

the top dog in terms of an all-in-one platform to keep your social media 
channels consistent and on-brand. They also offer lots of engaging and 
interesting tutorials to help novice marketers. An entire library full of case 
studies, research and trends as well as strategy and tactics are available 
for usage if you're happy to offer up your email and business information. 


They also offer educational toolkits, guides and webinars which can further 
guide you through the sometimes murky waters of digital marketing. There 
is EVEN an academy where you can enrol in digital marketing courses and 
earn certificates. Some of these perks are included within the free package 
while other more specialised ones run approximately $249 USD and focus 
on more advanced topics. 


@ Hootsuite: Platform Plans Enterprise Resources Education Contact Us —_ Log In Sign Up 





Manage all your social 
alsreitcMlamelalem elt-la= 


From finding prospects to serving customers, 
Hootsuite helps you do more with your social media. 


Start Your Free 30-Day Trial 


Compare Plans 
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Key features of Hootsuite are: 


- Management tools (contacts, projects, tasks, calendars and content, 
campaigns, response) 


¢ Multi-user collaboration and multi-account management 

¢ Social media metrics and monitoring 

¢ Sentiment analysis 

¢ Customisable reporting and analytics 

¢ Post-scheduling and automated publishing 

¢ Trend-tracking and configurable alerts 

The features that you'll miss if you go with Hootsuite are: 

- Document management and video conferencing (to work with teams) 
¢« Engagement tracking and lead attribution 

« Audience segmentation and influencer tracking 

Because this platform is so popular and used by large businesses and well 
as small, it comes with a hefty price tag, but it is worth it if you have the 


need as the features as wicked. 


Prices: Free plan, £39, £99, £520 per month, and enterprise pricing 
(with a 30-day free trial) GBP. 
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CoSchedule 


“Get more done and feel more organised” is a tagline used by this marketing 
and social media management platform. CoSchedule is aimed specifically 
at marketers who want to manage their content all in one place. With 

a dedicated client portal, it's definitely marketed towards agencies or 
freelancers that have multiple clients and organisations that they market for. 
Coschedule has a great editorial calendar features that lets you link up all 
of your accounts (Wordpress, Facebook, Instagram, LinkedIn, Twitter and 
Pinterest) and then run united campaigns that automatically schedule 
social posts around each respective campaign. 

Key features of CoSchedule include: 

¢ Client portal and collaboration tools including workflow management 

¢ Asset sharing, categorisation and library amongst your team 

¢ Editorial calendar with publishing schedule 

¢ Social media management 

¢ Customisable templates and branding 

-ldea management and milestone tracking 

¢ Resource and portfolio management 

¢ Email marketing 


¢ Document indexing and a text editor function 


- Customer engagement and reporting/analytics 
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@ CoSchedule 


Organize Your Marketing In 


One Place 


Do more in less time with the only software that brings all of your marketing together. 


Enter your work email address 


Get started with a free 





Get Organized Now 


14-day trial, no credit card required 


36 


Chapter 2 Chapter 3 
Social Media Website 


DP) Chapter 1 


Audience and 
Content Planning 


However, the features you'll miss from CoSchedule are: 
- Time and expense tracking/budget management 

¢ Contact database 

¢ Channel and lead management 

¢ Event triggered actions 

- Image editor and audio/video content 

¢ SEO and website management 

¢ Audience targeting and conversion tracking 

«Mobile app 


There are two packages within CoSchedule that serve various marketing/ 
management needs. The following packages are available: 


- Marketing Calendar (USD $29pm billed annually or USD $39pm 
billed monthly) 


- Marketing Suite (price on request) 


Starting a free trial is all too easy with no credit card required initially. You 
can be messing about and creating calendars and campaigns in moments. 


If you are new to marketing and just starting out some of your social 
accounts, we wouldn't recommend going full throttle into a comprehensive 
management system like CoSchedule. If you don’t need all the capabilities 
CoSchedule offers, there are other options like Buffer! 
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Buffer 


A social media platform that keeps all of your content in one place and 
allows consistent brand management. It helps you to optimise messages 
and content for various social media channels and to collaborate with your 
teammates while it's happening. This social aspect of the platform is very 
helpful for marketing teams to stay in touch and on track with campaigns 
from start to finish. A calendar and scheduling function make this platform 
a real all-in-one place to create and monitor campaigns and be sure that 
your organisation is posting on a regular basis. 


Buffer is targeted towards nonprofits, startups, small-medium sized 
businesses, educational institutions, e-commerce and enterprises. It's a solid 
choice for small-medium organisations within the arts and culture sector. 
Key social media marketing features that Buffer offers are: 

¢ Analytics 

¢ Automated publishing 

¢ Content management 


¢ Multi-account management 


¢ Post scheduling 
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= Buffer 


Build your audience and grow your 
brand on social media 


Plan, collaborate, and publish thumb-stopping content that drives 
meaningful engagement and growth for your brand. 


Get started now 
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However, they are missing these key aspects of creating and managing 
social campaigns: 


¢ Contact management 

¢ Conversion tracking 

¢ Customer targeting 

¢ Keyword filtering 

Noting that Buffer is missing some of the tracking aspects above, we 
would recommend using it in tandem with Google Analytics and Google 
Ads Manager. Use Google to find keywords that are popular with your 
audience. Further define that audience with Google as well and then be 
sure to track your progress through conversion tracking and website traffic 
source monitoring. 

If this sounds a bit “jargon-y"”, don’t worry, we've dedicated a whole chapter 
to web analytics like Google Analytics. We'll go over important terms and 
then later expand that knowledge into Google Ads - stay with us! 

Billing is available monthly and annually just like most other platforms, it is 
often cheaper overall the pay annually, however before diving in head first 


you might want to try it out for a month or so. 


Publishing (monthly prices): Forever free plan, Pro $15/mo, Premium $65/ 
mo and Business $99/mo 


Analytics (monthly prices): Pro $35/mo, Premium $50/mo. 
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Build and grow 
stronger relationships 
on social 


Understand and reach your audience, engage your community 
and measure performance with the only all-in-one social media 
management platform built for connection. 


Start Your Free Trial 


No credit card required. No software to install 


Sprout Social 


This platform calls itself “one platform for all points of connection” which 
to be fair, is pretty apt as they cover four integral facets of marketing: 
listening, publishing, engagement and analytics. What we mean by that 
is they have the tools to help you understand who your audience is, how 
to plan and schedule content that is meaningful to them, and then how to 
measure your performance against tailored marketing goals. 


Sprout Social is best for agencies and businesses, not our first 
recommendation for nonprofits and small organisations. It offers incredibly 
deep and rich insights into your audience and how they are engaging with 
your content, but that might not be as useful for those who have small 


audiences that they are focusing on growing and nascent social accounts. 
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Key features of Sprout Social include: 

¢ Automated publishing and post scheduling with editorial calendar 
¢ Multi-account management and multi-user collaboration 

¢ Campaign and social media management 

- Audience targeting and analytics/metrics 

« Response management and social media monitoring 


¢ Campaign analytics, customisable reports, competitor monitoring and 
engagement tracking 


¢- Contact management, conversion and trend tracking and keyword filtering 
However, you these important features are not included: 

¢ Document management, video conferencing and live chat 

¢ SEO & distribution management 

¢ Predictive analytics and customer segmentation 

- Survey/poll management 

- A/B testing 

¢ Customer journey mapping 

¢ Email marketing 

¢ Configurable alerts 


Prices: $99/mo, $149/mo, and $249/mo (with a 30-day free trial) USD. 
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Bitly 


This URL-shortening service is great for condensing copy and making that 
Twitter word count. Not only do they offer URL-shortening (which is what 
the company is best known for), but they also offer link management. 


If all you want to do is use the URL-shortening services, then you can do so 
as a free user without having to sign up as a user. However, if you do sign up 
to their basic plan, you can create and share branded links, monitor traffic 
from those links and you'll also receive 1 free custom domain - pretty neat! 


Prices: Free $0/pm, Basic $29/mo, and Premium $199/mo USD 


We tend to just recommend Bitly for their free services as Google Analytics 
can provide comparable traffic monitoring resources. 


bitly 


F es.pn/link 





Create Click-Worthy Links 


Build and protect your brand using powerful, recognizable short links. 


Get Started for Free 


Get a Quote 
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This application shows trending blogs and articles tailored to your field. 
It's a great way to find influencers and collaborators to work with as well 
as press contacts and bloggers that write about your area of work. 


Our recommendation would be to use the free basic search feature as 

the prices are sky-high. With the Pro package you have the ability to run 
unlimited content research and influencer searchers as well as to get alerts 
as to when your brand is mentioned or keywords crop up. While all this is 
exciting - the price tag can cause some to go into sticker shock! 


Prices (monthly): Free $0/mo, Pro $99/mo, Plus $179/mo or Large 
$299/mo USD. If billed annually you save 20% on these prices, 
but as we said - we like the free basic search! 


Google Alerts 


Would you believe it if we told you that you could receive an email anytime 
your organisation's name pops up online? Well, you should believe us 
because that FREE service exists and it is called Google Alerts. Because 
Google is such a powerful tool, it is able to quickly crawl and consistently 
monitor the web for keywords that you enter. This means that you can stay up 
to date on any kind of topic you want; artists, history, exhibitions, local events, 
competitors, funders etc... The world is your oyster with Google Alerts. 


It's very easy to set up an alert and then customise the amount of alerts you 
receive as well as the frequency. This service can help your organisation to be 
extra-responsive and stay on top of stories and news updates. 


Google 


PN STa ts 


i Colaticolmtalcmu(leMiolminiciict isle mac mee lnc 





museum marketing 
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Tweetdeck 

This application is free for Twitter users and a very powerful tool when it 
comes to scheduling posts and mapping out your social feed. If you have 
multiple Twitter accounts, this can be a great haven to organise all of the 
posts and monitor frequent follower engagement. 


The homepage looks a little something like the images below 
and is segmented into the following categories: 


Home - Where your recent tweets will appear 


Notifications - You'll see here when someone has tagged your organisation 
in something or when someone has commented on one of your posts 


Messages - All recent direct messages (DMs) will appear here 





2} Home @MuseumMarketin2 x Q\ Notifications @MuseumMarketin2 > © Messages e@museu.. EF Y 


No recent Tweets. No recent Tweets. No recent Tweets. 
New Tweets will appear here. New Tweets will appear here. New Tweets will appear here. 
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New Tweet 


What's happening? 


Ed Add images or video 


© Schedule Tweet 


4 Direct message 





Scheduling tweets is very easy as the interface uses the same icons as 
Twitter. lpso facto, if you know how to use Twitter, you will know how to use 
Tweetdeck! You'll have the option to add a link, media and/or a poll if you 
so choose. It's possible to send the tweet then and there, or schedule (which 
as we now know is SUPER handy). 

Some key features of Tweetdeck include: 

« Automated publishing 

¢ Multi-account management and multi-user collaboration 


¢ Post scheduling 


¢ Social media monitoring 
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However, the following aspects are missing (although some of these you can 
do through other Twitter-associated platforms like Twitter Analytics): 


¢ Brand tracking 

¢ Content management 

¢« Customer engagement 

- Report/analytics 

While this free service is great, it is disadvantaged when stacked up 
with the competitors because it’s social media management, but only 
for one platform. Many other services offer the ability to create and 


publish content across various social networks and platforms, but 
Tweetdeck is only for Twitter. 
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lf your organisation has a really robust Twitter presence and/or only uses 
Twitter, then perhaps you'd want to give Tweetdeck a try. It can be a great 
first step to assess whether or not having a social media management 
platform is right for your organisation. 


In this chapter we've gone over some great options for tools that will increase 
your marketing productivity and social media responsiveness. There are free 
trials available for just about every type of platform/software. We will leave 
you with a word to the wise. Don't go overboard with signing up for various 
platforms at the same time - we know, it's easy to get reeled in, but you 

don't want to become overwhelmed. Biting off more than you can chew is 

a common mistake for novice marketers. Assess your organisational needs 
and then trial the platform that best aligns with your marketing strategies 
and goals. 


Now, go and get posting! We'll talk MUCH more about social media 
in the next chapter! 
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Setting Up Socials... Everything You Need To Know 


In this chapter, we'll start with the basics and go through how to set up 
each of your organisation's social media accounts on the four most popular 
platforms: Facebook, Instagram, Twitter and LinkedIn. We'll also talk a bit 
about how each one should be used! 


If your organisation already has an active presence on one, or several 
social media platforms, there is still a lot to learn here! We will guide you 
through which sections of the platform to focus on, and what users will 
expect to see when they arrive on your page. 


Then, we'll show you the 5 steps to developing absolutely KILLER social 
content. This is the type of content that makes viewers stop the scroll and 
see what your org has got to offer. We are talking about an authentic tone, 
organisational connections, engaging language and people, eye-catching 
visuals, and relevant buzzwords. 


WN 1-010) 4 


Profile photo - 180 x 180 


Cover photo - 820 x 312 
Shared image - 1200 x 630 
Event image - 1920 x 1080 
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Ah finally - the holy grail of social media... well that’s what you've heard 
anyway! Creating a Facebook account isn't the right move for an 
organisation, Facebook accounts are for people. The best way to promote 
your organisation and connect with communities on Facebook is to create 
a ‘page’. 


The first step to doing that is going to www.facebook.com/business 
and clicking in the upper right hand corner to “create a page.” 


You'll then be presented with two options to choose from: 
1. Business or brand 
2. Community or public figure 


In this instance, you will always want to choose “business or brand” as that 
option includes the capacity to run Facebook ads which will significantly 
help spread brand awareness and boost audience numbers. Even if you 
don't consider your organisation to be a “business” in that you're not selling 
things etc... You will still want to have the option to run Facebook ads as it 
can really help to boost your organisation's profile. 


The next step is to name your page (easy peesy) and add your 
organisation's physical address. Then you'll be prompted to add a profile 
picture and cover photo. We'll remind you just now but you can refer 
back to the chapter on Brand Consistency in Chapter 1 for the proper 
measurements for all popular social media platforms. 


The Complete Guide to Digital Marketing for Museums 45 





Use your logo as the profile picture while you can be a bit more creative 
with the cover photo. It can be as simple as your branded colours arranged 
in shapes or designs. You could choose to upload a physical photo of your 
organisation if you have a beautiful building and/or location. You could 
also choose to add event/programme photos... Perhaps you could even 
come up with a catchy graphic that involves all of those aspects! Take a 
look at the cover photos of other organisations to get some inspiration. 


Once you've got your profile pic and cover photo sorted, you'll be 
presented with your business page - hooray! Be sure to click right under the 
profile picture to the left to create a custom URL for your organisation. This 
will enable page visitors to find your organisation faster and be sure that it 
isn't lost in the shuffle. 


You're all set! 


The username @MuseumMarketing has been created for 
Museum Marketing. 


It's now easier for people to find your Page in search. 
People can also visit your Page at 
fb.me/MuseumMarketing and send your Page messages 
at m.me/MuseumMarketing. 
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Next, you'll notice that just under the cover photo, you'll see four buttons, 
"Like", “Follow”, “Share” and “...." If you click on the dotted line, a host of 
other options come up with handy links including: 


¢ Edit page info 

¢ View insights 

- View as page visitor 
- Create Ad 

- Create Event 

¢- Create Groups 

¢ Ads Manager 

- Create Page 

¢ Pin to Shortcuts 

¢ Like as Your Page 
¢ Invite Friends 


¢- Create Milestone 
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Page Inbox Notifications Insights Publishing Tools Ad Center More + 
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Museum Marketing 
@Mu: mMarketing 





te Like 3\ Follow AShare + 


» See more Edit Page Info 
Welcome to | View Insights 


" Before you share View as Page Visitor these tips 
Manage Promotions that help you des¢ Create Ad or 
We'll 


Promote 





Create Event 
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je Tips 
Ads Manager 
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Create Gt LI Pin to Shortcuts @ Offer 
Like As Your Page | 


Invite Friends 


B Write a pt Create Milestone 


B Photo/video eG Get Messages ® Feeling/Activ... 
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Take advantage of these shortcuts to see how your page looks to a visitor 
and invite friends of your organisation to officially like your page. While 

you are in "viewer" mode, venture down to the “About” section of your 
Facebook page located underneath your profile picture on the left-hand 
side. There is ample opportunity to customise the page to reflect all of the 
important information about your organisation. Provide users with all of the 
necessary contact and Mission Drive information about your organisation 
here so that they can be armed with all of the essential info for visiting 
and/or making a donation. 


You'll end up using a lot of these other Facebook shortcuts quite frequently 
if you want to get the most out of the platform. For every public event that 
your organisation hosts, put it on Facebook. For every marketing campaign 
that involves Facebook users, create an ad. This drop-down will become 
one of your social media besties - trust us. :) 


Instagram 


When setting up your organisation's Instagram account, it’s possible to link 
to Facebook at the beginning of the process and re-use all of the content 
that you just used to create the page - brilliant! 


After your account is initially created, you'll be asked to follow accounts 
that are suggested for you. Feel free to disregard this as there will be 
plenty of time (and more instructions from us!) and how to find relevant 
followers in a bit. 


Then, it's time to tweak your bio... What do you want followers/potential 
followers to know about you in one blurb? Take a look at similar 
organisations to see how they describe themselves with a quick quip. Your 
tagline would be a great thing to insert here! It’s also prudent to insert a 
link to your website so you can continually direct traffic. 
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The next step will be making sure that you've got an appropriate sized 
profile picture and to set the stage for correct sizing of future posts (check 
back to the brand consistency section of chapter one for a memory refresh’). 


INSTAGRAM 


Mceyil(-m e)ate) Koa MLO an Le 


Post graphic - 1080 x 1080 
Taksircksinela(-tomela-] 0) al(emean 1 @lo10 iam how78 





Take note that the size for a post graphic and the size for an Instagram 
stories graphic are different. The Instagram stories graphic takes up the 
entirety of the mobile user’s screen and is a vertical rectangle. The graphic 
posts can be any size, but they will be cut down to a square to fit within the 
Instagram grid. 


Now to delve into settings. If you are a business/organisation, it's important 
that you have a public account so people can find you! Under “Privacy and 
Security” within the settings tab of Instagram, make sure that your account 
isn't marked as private. We would also encourage you to allow “Story 
Sharing”. This means that when you post a story on Instagram, followers will 
be able to share that story with other friends and even post it to their own 
account. This can only be beneficial in the long run as it’s another form of 


| || 


“re-posting”, “re-tweeting"”. You get the gist. 


The final step in setting up your Instagram account is to follow relevant 
people. Our favourite trick for doing this is to go to the page of a competing 
organisation that you share many similarities with. Click on who they are 
following and use that list as a jumping off point for choosing accounts 

to follow! We would then recommend following all of your organisational 
partners, stakeholders, loyal members and similar sector organisations. 
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Twitter 


Because Twitter is a very news-focused platform that isn’t nearly as visual 
as Instagram, Facebook, or especially Pinterest, there isn’t too much 
required in setting up a page. However, this platform can be one of the 
most daunting because there's a lot of Twitter-specific language and the 
instantaneous nature of the newsfeed can be enough to make someone 
go cross-eyed. If Twitter is new to you, and you are the one setting up the 
account for your organisation, we would highly recommend creating an 
individual account first to explore the terrain. Become a “lurker” for a while, 
observing the nuanced aspects of “liking” “tweeting” and “retweeting” 
before taking a plunge into the platform yourself. 


Once you feel like you've got the swing of things and understand how the 
platform works, you can set about creating an organisational account. To 
begin, choose a username that is clearly identifiable as your brand. Ideally 
it should be the name of your organisation. Next, modify your profile picture 
to the proper dimensions for Twitter and do the same for your cover photo. 
We recommend that all of your social media pictures and cover photos be 
similar to be identifiable to your brand. Here's a reminder of the dimensions... 


TWITTER 


Protile photo - 400 x 400 


Header photo - 1500 xx 500 
In-stream photo - 440 x 220 
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Here are some general rules of thumb to sort out the busy and seemingly 
complicated platform that is Twitter... 


¢ Tweets are limited to 280 characters, make the most of your word count. 


- It's okay to use a slightly more casual tone on this platform, you don't 
have to sound stuffy. Twitter is a place for casual peer sharing so don't 
be afraid to crack a joke or two! 


«Remember to use the appropriate hashtags and handles in comments 
to draw in more viewers. 


- If you start your tweet with a handle it will be treated as if it is a reply toa 
tweet from that handle and so it will only really appear on that account's 
‘wall’. If you don't mean it to be a reply, use a full stop before the @. 


-"Liking” someone's post is easy to do and alerts others to your account's 
presence. 


- With retweeting, you can either retweet a quote from someone else 
without your own comments, you can choose to quote a tweet which 
gives you the option to add your own commentary (hashtags and 
account tags too!) 
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Keep in mind that it’s good Twitter practice to do the following! 
- Follow people who follow you (if relevant) 


- Respond to DMs (direct messages) and comments, especially 
if it's about your organisation 


¢ Search up your organisation's hashtag daily to see if there are any new 
comments/questions about your organisation to respond to, 
or conversations to engage in 

¢ When you are posting about a certain exhibition or museum, make sure 


to tag them and use the appropriate hashtags (check the appropriate 
museum twitter account to find these) 


Linkedin 


Linkedin is first and foremost a platform for businesses and professional 
development. It's a space for professionals to show off their credentials 
and prowess as well as organisations to keep their followers updated on 
the latest and greatest about their businesses. On this platform you can 
do the following... 

¢ Re-share posts from organisational employees 

¢ Re-share posts that mention your organisation 

¢ Engage with people who are interested in your organisation 

- Reach out to other companies/people for potential partnerships 


¢ Discover content that is trending with your target audience 


¢ Monitor the activity of your page with LinkedIn analytics. 
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When creating your Linkedin company page, there are four initial options 
to choose from: 


1. Small business (fewer than 200 employees) 

2. Medium to large business (more than 200 employees) 

3. Showcase page (sub-pages associated with an existing page) 
4. Educational institution (schools and universities) 


Once one of those options is chosen, defining your organisation in more 
detail will be the next step. Adding your contact information, website and 
industry are key elements here, as well as adding your branded profile 
picture and tagline. Remember, that all the information you post here 
should be the same as other social media channels and on your website. 
It's important to keep your tagline, contact information and industry 
consistent across all your platforms. The tone can be slightly different for 
each one, but that basic information should remain the same. 


Here's another handy reminder of the appropriate LinkedIn graphic sizes. :) 


LINKEDIN 


Profile photo - 400 x 400 
Background photo - 1584 x 396 


Organisational logo - 300 x 300 
Square logo - 60 x 60 
Company cover photo - 1536 x768 
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Now that you've gotten your socials sorted, it’s time to talk about how to 
create absolutely KILLER content that will reel in even the most skeptical of 
audiences. 


We've made a list of 5 key things we believe will make your content stand 
out and connect with your audience: 


1. Be authentic 


Remember how we talked about brand consistency? This first step to 
developing absolutely killer social content hearkens back to brand 
consistency. Developing a “voice” that is authentic and immediately 
recognisable as belonging to YOUR organisation is crucial in allowing your 
marketing to go to the next level. Only when your followers can hear the 
authentic voice of the organisation and identify with it will they become 
advocates and supporters. 


It's okay to take a slightly different tone on each platform. Facebook is 
more informative, while Instagram is more behind the scenes. Twitter is 
more news-worthy while LinkedIn is more polished. Tailor your messaging to 
each individual platform while keeping the content more or less the same 
(where applicable). It's important however for everyone on your team that 
has a hand in social media to understand what the organisational voice is 
and not to stray from it. 
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2. Involve your entire museum 


Although the person who is in charge of social media is often within the 
marketing department of an organisation, it is really up to the entire 
organisation to help develop content. What is the story you are looking to 
tell your visitors? Are they looking to be marketed to, or are they looking 

to discover anything and everything about what they are passionate and 
curious about? We think we can safely assume the latter, as authenticity is 
becoming increasingly more important in contemporary culture. 


Refer back to where we discussed developing the digital marketing 
strategy and use this organisational analysis (that was ideally completed 
as a team) to inform marketing content. Operating marketing from a silo 
can be dangerous and definitely won't be as supported or as successful 
as a marketing department that has unilateral support and understanding 
from the rest of the staff. 


VSEOM 


FREEFOR (/ 24 APRIL 
MEMBERS _/ 1010) 


LIVE CIRCUS 
PERFORMERS & _ 
WHISKEY TASTING © 
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3. Involve the community 5. Buzzwords 


If all you do is talk about your organisation from your point of view, What are the buzzwords within your sector? Currently in the arts and 
followers are bound to get restless. Shaking things up is important, and if culture sector, the following words are trending... 
your organisation truly does believe in co-participation and co-curation, Aesthetic 
then it’s imperative to involve outside perspectives in your social media Wellbeing/wellness scaling 
endeavours. ; are ili 
Sustainability Scaffold Resilience 

* Takeovers - Invite a member of the community to take over your a Action 

Instagram or Twitter account for the day. Give them a basic structure Creany Eien 

and guidelines, but hand over the reins and appreciate seeing your Innovation 

organisation from a different point of view. pAVET SY interrogate 

Community 

- Interviews - Dig a little deeper with important community partners or pncttisely mistiaer 

stakeholders. Host an interview on or off camera that highlights the Partici 

patory 
connection that person has with the work that is being done at your Catalyst Accessible 
organisation. ; 
g Transformative Evocative Engaging 

¢ Spotlights - Shine a light on the work of a well-deserving individual : Pa F ti 

in your organisation's circle. Think of this as an elevated employee of ie oeeee 

the month, but with the end goal being showcasing the accomplished 

; ise at Impact Seminal 
members that are from, or associated with your organisation. 
Reach Concept 


4. Eye-catching visuals 


Posts that use images or video attract MUCH more attention than text-only 
posts. Pairing important messaging with a photo or video will also increase 
the likelinood of the end-user remembering the message/content. In fact, 
it's been reported that people are 65% more likely to retain information 
when it's been paired with a relevant image. 


Even if it’s just a simple GIF or basic graphic with bold colours and text, add 
an image to your post! It is simply more effective, and a relatively quick-fix. 


' Social Media Examiner 
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Keep an ear to the ground on which words are out, and which are in 

as the seasons change. Using buzzwords like these (with the proper 
understanding) can help your press releases and posts to stand out and 
get noticed by others in the sector. 


Now that we've developed a solid social media base, it’s time to dive into 
the next topic and learn all there is and more about social media and 
the powerful marketing tool that it is. Settle in, because it’s going to be a 
comprehensive and informative chapter! 


Creating Eye-catching Graphics and Video 


Creating content that tells a story is key to developing a marketing 
narrative. Posts that include images and video have been proven to 
perform better than posts that are solely text-based. However, it can 
often be difficult to conjure up high-quality images to use. Many smaller 
organisations do not have the budget to have a photographer at every 
event. It can be easy to lean upon bad photographs and compromise 
brand imagery just to make a post more engaging, but this is a bad 
practice. It's better to use NO imagery than to use bad imagery. Thankfully, 
there are a myriad of graphic design and video tools available to those 
who look for them. 


This chapter will be a full-on look into the world of creating engaging 
visual content on a budget. Strap yourself in because we're going to cover 
photos, infographics, videos, memes, and animations; a digital marketers 
treasure chest. 


We'll begin by introducing some of the beginner-friendly (and mostly free!) 
applications that we'd suggest trying first, and then we'll talk about some 
of the "Big Dogs” aka, the applications that are industry-standard but take 
some prior knowledge and confidence to operate. 
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Photo Editing - Canva 


A very popular image editing and graphics creation platform. A viable 
alternative to graphic design software like Adobe InDesign and Photoshop. 
There are pre-set templates including ones that are optimised for social 
media posts and brand kit options. Not only do they offer lots of design 
options and support, but they also offer guidance in terms of their own 
Canva “Design School." Courses are offered on the following subjects: 


Social media mastery, graphic design basics, business branding and 
presentations. 


Not only do they offer digital design and editing, but they also offer 
print services as well. They have pre-set templates for everything from 
letterhead to invitations and flyers. This is a great way to keep branding 
consistent; to go with a singular design platform. 








Very high quality posters, perfect for a 
display board. 


— Kimberly Myers — 
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The free plan (Canva) includes access to over 8,000 templates, the ability 
to upload your own photos and 1GB storage for photos and assets. These 
basic assets are great to use to become acquainted with the brand and 
then decide if you'd like to further invest. 


The Canva Pro package at £10.99/mo includes all of the above as well as 
unlimited design folders, team functionalities, unlimited storage as well 

as customisable options like colours, fonts and resizing. Excitingly, the 
option to export designs as animated GIFs is also an option! There is also 
customer priority support which is helpful for users that are just starting out! 


Canva comes highly recommended from us for small to medium sized 
organisations in the sector, particularly those that don't have a massive 
budget for Creative Cloud or the need or capability for a graphic designer. 


Animation - Crello 


That's right, you CAN create animation on a budget and with no prior 
experience. Crello offers users the ability to choose from 6,500 design 
templates with a range of 4,000 free photos and images. All of these are 
pre-approved for commercial use as well - and those perks are just with 
the basics plan! 


Most of their users opt for the Pro package which is $799/mo USD. This 
includes the ability to edit graphics AND video, to have unlimited fonts and 
images uploads as well as free access to 25,000 design templates and 
500,000 free photos and videos. There are other benefits to this place like 
the ability to animate elements and resize as well. 


Animation is a great way to add a light-hearted quality to campaigns and 
inject some energy. If you are marketing to families and young people or 
want to have a youthful vibe to your campaign - we'd recommend giving 
animation a try. 
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GIFs - Giphy 


Is it “jiff" or “giff"? however you pronounce it, you will benefit from diving 
into the world of Giphy. This free platform is full of GIFs that are available 
for public usage. Upload your own GIFs to the site as well. Using a GIF is a 
create way to make sure that a post comes across as light-hearted and 
relatable. Don't go GIF-crazy and use them with every post. However, you 
can run entire GIF campaigns (as TATE did with the 1840's GIF party) and 
use them to insert humour into posts. 


~{ aa | 
ml ~ 
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Infographics - Vengage 

With plenty of templates to choose from and an introductory quiz that 
tailors personalised recommendations based on your industry and needs, 
Vengage stole our hearts and our most highly-recommended platform for 
infographic creation. 


To better recommend relevant templates and infographic needs, Vengage 
begins by asking you to choose one of the following options: 


¢« Government 

* Medium Business (51-500) 

¢ Self-Employed 

- Small Business (<50) 

¢ School/University 

- Enterprise (>500) 

¢ Nonprofit/NGO 

¢ Other 

Once that's sorted, you'll then be asked to further define your role and 
choose some templates that suit your taste. All of these steps help 


to personalise the recommendations that Vengage makes for your 
infographic needs. 
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@) VENNGAGE 





©) VENNGAGE 


What would you Like to create? ae EES 


Select up to 3 options 


Sweet Blue 


Lorem Ipswm Dolor Sit Amet, possit scitic praesenti perdidream vestes. Ipsum 
Dolor Sit Amet, possit scitic praesenti perdidream vestes. 








The platform interface is a simple drag & drop format that is similar to 
many other photo-editing platforms. They offer the ability to customise 
using your own brand colours and fonts which is a definite plus. 


Infographics are a great way to showcase important information in a 
visually-appealing way. Showcasing important research, making a case for 
funding and charting organisational or campaign progress all make great 
infographics. Linking powerful information and statistics to compelling 
visuals is THE way to take your marketing to the next level and turn up the 
savvy on your brand profile. 


The free plan offers limited creativity, so we recommend the Business Plan 
priced at $49/mo. It offers a full and comprehensive package including 
unlimited designs, premium & business templates, branding and real time 
collaboration with your team of up to 10 people... a real budget friendly 
steal if you ask us!! 
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Storytelling - Adobe Spark 


Creating a visual narrative is a daunting task; that's where Adobe Spark 
comes into play. This platform offers powerful tools to create stunning 
graphics, web pages and stories within minutes. Visually convey to your 
donors what their donation will mean to your organisation. Tell the story 
of an artist's progress from start to finish. Document the experience of 

a student as they go through one of your education courses... There 

are endless ways to use storytelling as a tool to increase organisational 
awareness and levels of engagement. 


Adobe Spark makes it easy to tell your stories using thousands of stock 
photos or syncing up your own personal collections from Adobe Creative 
Cloud, Lightroom CC, Dropbox and Google Photos. They offer preset 
templates that are customisable with your own brand elements as well 
as mobile and web optimisation. 


There is a free starter plan that allows users to create graphics from scratch 
or to use free templates. The individual plan that is offered at $999/mo offers 


the choice of thousands of free images, the option to work with others on 
projects, to permanently remove the Adobe Spark watermark from your 
designs and to access all of the Adobe Fonts and premium templates. 


The next option up is the team package which is offered at $19.99 and 
includes all that is available within the individual plan plus the ability 
to manage multiple users under one account. 
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Projects Personalize your designs © & = © 


Create beautiful graphics, web pages, and video 
stories — in minutes 
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Videos - iMovie, Hyperlapse, Boomerang, Reels 


If you're operating off of a Mac, then you can use the iMovie application 
which is actually quite good for clipping together photos or editing 
together video clips to create a “movie” which isn't as long and cinematic 
as it’s counterparts... It can simply be a quick clip or promo video that's put 
together to tell a story and promote a certain aspect of your brand. 


A versatile and convenient aspect of this application is that it offers you the 
ability to start a project on your phone and to finish it on your iPad. In other 
words, projects are easily transferable from device to device so it's easy 

to create content on the go. This would work well for smaller organisations 
that often have a small marketing team and need to create content on 

the go, to bigger organisations that have traveling marketers that need to 
capture content and quickly stitch it together and post. 
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iMovie Everywhere 


Cut from iPhone to 
iPad to Mac. 


Chapter 5 
Recap 


iMovie for iOS and iMovie for macOS are 
designed to work together. You can start 
cutting a project on your iPhone. Then use 
AirDrop or iCloud Drive to wirelessly 
transfer it to your iPad. Or transfer a 
project from your iPad to your Mac to take 
advantage of additional features and add 


finishing touches like colour correction, 
green-screen effects and animated maps. 
Time to take a bow. 
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Hyperlapse is a downloadable app from Instagram (and sadly only 
available for iOS devices), but it's worth flagging up here because it makes 
creating time lapse videos SO easy. The application relies on Instagram's 
in-house stabilization making it possible to shoot solid time lapse videos 
without tripods and other equipment. This app is free - so if you've got an 
iOS capable device, why not give it a try?! 


Boomerang is another downloadable app (only available for iOS devices) 
that allows you to easily create loop videos. It's optimised for Instagram, 
but you can use this app to create videos for other platforms as well. 

You can shoot video or borrow images/video from your own library. We'd 
recommend downloading this app on a phone and using it to create 
catching graphics on the go. 


Reels is another incredible Instagram feature we'd like to draw your 
attention to. Reels allow you to create short, engaging videos. You can 
record and edit 15 second, multi clip videos. You can add filters, effects, 
and audio to make your video stand out to your audience. This feature 
gives you a much better opportunity to increase your reach and potential 
audience. 


Now that we've introduced you to some of the little fish - it's time 

to mention the big fish, well dogs... Whatever you call them, these 
programmes are the industry standard and professional-grade. If you have 
a big marketing department and are already using this software - that's 
great! However, if you are a small marketing department with limited or no 
experience, we would recommend sticking to the apps above. 
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The Big Dogs Graphics & Photos - 
Adobe InDesign & Adobe Photoshop 


Adobe InDesign is a leading graphic design application and is used 
commonly within small to large organisations within the arts and culture 
sector. 


Standout layouts. Only with InDesign. 


Whether you work in print or digital media, InDesign can help you create layouts that leap off the page 





Be  ViewFrom A Blue Moon by Wedge & Lever 


The software offers the capability to create stunning content for the web 
and print with loads of templates to choose from for everything from an 
event flyer to a multipage magazine. 


For teams that are working on creative projects together, InDesign works 
seamlessly with Adobe InCopy so that writers and editors can all work 
together on a project at the same time. For both Adobe InDesign and 
Photoshop, text, colours, graphics and more can be shared with your team 
members through the shared Creative Cloud Libraries. This is super handy 
for storing your brand information once it's been decided and then you can 
quickly reference it while working on projects. 
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Adobe also offers lots of monthly packages that fit every need and budget. 
There are options for individuals that start as low as £998/mo as well as 
team options that are offered at £25.29/mo for a single app (per license) or 
£59.00/mo for all apps (per license). 


Pricing for Adobe InDesign is as follows... 

¢ £303.36 for the single application 1-year subscription, paid upfront 

¢ £708 for all Creative Cloud Apps 1-year subscription paid upfront 
Adobe Photoshop is a place where you can create AWESOME photos 
graphics in Photoshop. Sure, you can blur out an imperfection or crop out 


something unsightly, but you can also masterfully manipulate lighting, 
background and play around with photo layers. 


Designed for anyone to design anything. 
From posters to packaging, basic banners to be websites, unforgettable logos to eye-catching icons, 
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There are lots of possibilities within this app and because of its enormity, 
you'll always be discovering new capabilities if you decide to invest in this 
software. 


Photoshop offers a helpful learn and support section that is filled with 
guidance on everything from getting started with Adobe Photoshop to 
step by step tutorials on various aspects of the application. 


These applications are only for those who have prior experience, are 
about to embark on a design course or have LOADS of time on their hands 
to go through tutorials. These interfaces are not the beginner friendly drag 
& drop and the technical nature of these platforms can often be super- 
daunting to those just starting out. 


Unlike Premiere Pro and InDesign, this Adobe application isn't available 
for purchase as a single package. It’s only available from the Creative 
Cloud as a monthly subscription. There are varying price levels depending 
on if you're a student or a business, but the average price for a single 
Photoshop subscription is around £20/mo. 
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The Big Dogs Video - Avid, Premiere Pro & Final Cut Pro 
Avid is the industry-standard for media and video editing. It is definitely 
geared towards those that have the experience and the need for advanced 
video editing software, but it's top-notch and a great choice if you know 
what you're doing. The control and editing capabilities that AVID offers are 
extremely comprehensive and cannot be rivalled by any other software. 
Pricing for AVID is as follows... 

° £21.00 for a 1-year subscription, paid monthly (when committed to one year) 


¢ £209.00 for a 1-year subscription paid upfront 


¢ £31.00 for a monthly subscription (when paid monthly) 
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Premiere Pro is another industry-standard, Adobe's Premiere Pro is 

a popular alternative to Avid as leading video-editing software. This 
application has powerful editing software that seamlessly works with 
other Adobe applications like Adobe Audition for sound and Adobe 
Photoshop for image editing. 


You can create original video and content for film as well as broadcast 
and optimise it all for the web as well. 


If you already have Adobe applications and want to give this a go, then 
we recommend starting with their very helpful tutorials that are sorted by 
beginner and advanced. They even offer tutorials on content from other 
video applications to Premiere Pro. 


Adobe's customer support and forums are top-notch and offer great support 
for when you are troubleshooting or need to find a certain resource. 


Video editing that’s always a cut 
above. 
niere Pro is the leading video editing software for film, TV, and the web. 


NEW: The latest release of Premiere Pro is here with great 
new features and Premiere Rush. 
Updated now i) 
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Introducing Adobe Premiere Rush. 


Create and edit on the go. 


Premiere Pro comes with the all-new Premiere Rush, an all-in-one app that works across all your devices. Capture 


footage on your phone, and then edit and share it to social channels on your phone, tablet, or desktop. Or open 
your Rush files in Premiere Pro if you want to take them further. 





Adobe has also recently launched Adobe Premiere Rush. It’s an application 
that allows you to create video and edit on the go, whilst switching 
seamlessly from device to device. Like iMovie, this capability is useful in 
quickly capturing content ‘on-the-go’, editing it with powerful tools, and 
then sharing with social channels. Adobe Premiere Rush automatically 
comes with any purchase of download of Premiere Pro which is pretty cool. 


Pricing for Premiere Pro is as follows... 
¢ £303.36 for the single application 1-year subscription, paid upfront 


¢ £708 for all Creative Cloud Apps 1-year subscription paid upfront 
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The Magnetic Timeline allows you to easily experiment with story ideas by 
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moveable package, create Auditions to try out multiple takes in the timeline, 
and use Synchronized Clips to align video with second-source audio 
automatically. Colour coding makes it easy to identify different types of 


content, with the ability to customise the look of your timeline while you edit. 


Final Cut Pro is the industry standard video editing software from Apple. It's 
optimised for Macs and works seamlessly with their software and operating 
systems. It offers advanced multicam editing that automatically syncs up 
to 64 angles of video with different formats, frame sizes and frame rates. 

It also features powerful video noise reduction capabilities and advanced 
colour grading. 


This application is beastly - with a price tag to match. Make sure that 
you have a confident video editor in the house with prior knowledge and 
experience of Final Cut Pro before you make this investment. 


Pricing for Premiere Pro is as follows... 


° £299.99 for the application (one-time price) 
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To sum up... 


You've now got the ideas and tools to create amazing graphics, photos 
and videos for your marketing channels. Remember the importance of 
imagery and the lasting impact it can have on an end-user when paired 
with compelling copy. 


Utilise the tools we've gone over in this chapter to create content that is in- 
line with your brand and helps to further your mission and values. 


If you get stuck and want to seek out further information on how to use 
any of the platforms, most of them offer customer service and the internet 
is absolutely riddled with how-to videos and troubleshooting platforms for 
you to explore. 


Our final advice is to not be daunted, but to dip your toes into the waters 
of content creation by trialling a few of these apps. You may just find an 
app that will revolutionize your marketing within your organisation, and you 
won't know how you lived without it! 
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Driving Visitor Content 


The way in which visitors engage with museums has completely 

changed over the last decade, especially over the last couple of years. 
The emergence of social media as a platform for public communication 
and participation has shifted the museum marketing dynamic. According 
to We are Social and Hootsuite’s Global Digital Report, social media usage 
has risen over the past year now presenting a total of 45 million users in the 
UK’. A more globally connected world presents opportunities for museums 
to up their digital game and engage with interested people worldwide. 


Today's museum visitors want to feel that they are a valued part of the 
institution. Even if they can't come to the museum physically, they can still 
be connected through an extension of it in an online digital community. 
Acting as authorities on history, art, science and many other subjects, 
museums have the social media credibility to invite and curate some 
very interesting engagement with digital participants that can result in 
increased notability and relatability. These discussions and posts, when 
hosted on social media platforms, act as free grassroots marketing that 
can help increase brand awareness and relatability. It's vital for the 
museum/gallery's social media channels to be an extension of their mission 
and ethos. 


* We are Social, Hootsuite (2019) Global Digital Report. 
https://wearesocial.com/uk/digital-2020-uk 
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In this section, we will introduce four marketing tactics that are easily 
implemented and customisable to every institution. These strategies will 
help encourage visitors to post when in your museum and post about your 
museum: utilising their positive visitor experiences as an effective marketing 
tool. The tactics are: Setting the stage, Utilising hashtags, Challenges and 
Responding to your audience 


1. Setting the stage 


We all know that visitors are going to take photos when they come to 

a museum or gallery. As a proof of cultural engagement or to collect 

the memories of the visit, photo documentation is part of the game. If 
visitors are going to take photos, then it's important to direct them to use 
their photos in ways that will support the museum or gallery's marketing 
strategies. There are many effective ways to do this, especially on a 
shoestring budget. 


¢ Props 


The introduction of a few simple props such as 
life-size interactive picture frames, costumes, fun 
accessories and touchable objects relating to the 
collection/exhibition can entice visitors to take fun 
photographs. Many heritage sites do a great job with 
these interactive displays by having period costumes 
available for visitors to try on. English Heritage’s 
Kenwood House has done a marvellous job at this by 
going a step further to have their own photo frame, 
further enhancing the period selfie game. 


Kenwood House, 
Hampstead Heath, U.K. 
Photo: © Devon Turner 
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- "Please take photos” 


Museums have begun to add “please touch” signs to 
encourage visitors to interact with displays in a tactile 
way. Therefore, the introduction of “please take photos” 
signs is a natural next step. Signposting is a crucial 

step in directing visitors to upload their content online. 
Adding a simple sign like this around museums/heritage 
sites can cause people to look twice. For years, visitors 
have been shushed and directed to put their cameras 

away at museums and heritage sites. Giving theman [oso 
invitation to take photos and providing the relevant 
hashtags will give them the permission that they need 
to loosen up and get clicking. If you dole out these 
invitations to visitors, remember to regularly check the 
hashtag and engage with these posts through likes, 
comments and reposts. 





Photo: Devon Turner 


¢ Mirror, mirror 


What is it with mirrors and selfies? Is it that people can't 
get enough of how they look? Or is it that museums 
provide the perfect setting for people to appear 
creative and cultured in their posts? Either way, having 
a mirror = selfies. Selfies are probably happening in your 
museum right now (photos or no photo policy!), so why 
not embrace it? Creating a dedicated space for taking 
selfies isn't hard and it doesn't have to be too garish. 





é 


The Clearing, Studio Ben 
Allen, Folkestone, U.K. 
Photo: Devon Turner 
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You don't have to have a pool filled with sprinkles (a la Museum of Ice 
Cream) to create a subtle selfie-taking space. Adding mirrors and carving 
out corners dedicated to taking visitor photos is a great way to encourage 
participation. If there are works or installations in your collection that are 
innately perfect for photos — add a sign nearby reminding visitors of the 
museum hashtag and encouraging them to share their photos online. 
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2. Utilising #hashtags 


Twitter and Instagram hashtags can act as hubs for people of various 
backgrounds to come together and learn from each other's experiences. 
Remember how we mentioned that museums have the potential to speak 
to people all over the world? That's all possible through the power of 
hashtags. For instance, adding a few hashtags to a post from a London 
exhibition of works by Picasso such as: #Art #ModernArt #Cubist and 
#London could result in the post being seen by thousands more people. 


Maximising your engagement through curated hashtags is important, but 
we're not here to talk about you about that. We're here to talk about how 
your visitors can produce content for you, So you can see your exhibits 
through their eyes! 


Before you expect hordes of “culture vultures” to pour through your doors 
and start posting, it’s important to recall how the stage has been set and 
marketing hashtags signposted. Visitors need to be directed at every turn, 
they need to know how to appropriately tag and post photos in order 

to maximize engagement and the post's searchability. Direct them with 
signage and print/web mentions to the specific hashtag for the museum, 
special exhibitions, as well as festivals and events. Not only can hashtags 
help increase visibility, they also act as crowd-sourced photo albums. 


A great way to utilise hashtagged photos of your museum is to create a 
“story” if you are using Instagram or Facebook, or to create a “moment” if 
you are on Twitter. Social media users are usually happy to give permission 
for their photos to be used and are pleased as punch to see them shared 
by others. Also, posting photos from your visitors is a great way to build 
social media bonds and to show that your museum is listening and 
engaging with members of the public online. Always be sure to give proper 
credit to the photographer and to tag the account from which the photo/ 
social media content came when reposting! 


The Complete Guide to Digital Marketing for Museums 63 





3. Challenges 


First off - we're not talking about challenges as in problems that may arise. 
Rather, we're using the word to describe digital community-based activities 
that encourage participation and engagement with the museum/gallery in 
a new way. Remember how we discussed hashtags having the potential to 
reach a global audience? Great, you're still listening. With that concept in 
mind, it’s very important that museums and galleries utilise social media to 
appeal to international audiences rather than focus on advertising events 
that a limited number of people/followers can attend. 


It's disappointing to see museums that don't realise the potential of social 
media platforms as an engagement tool, and simply use them to advertise 
events and exhibitions. The term ‘engagement’ is key here. Engaging 
visitors is like walking with them down a path of mutual interest. This is built 
off of engagement via social media channels and museum visits. Inviting 
existing and potential followers to participate in a themed ‘challenge’ that 
directly relates to the museum mission can help bring people down the 
path to becoming dedicated followers and hopefully, content producers. 


The Museum of English Rural Life @ @TheMERL - Jun 19 v 


M here's a PNG: 





QO 7 Tl 190 © 18K ia 


Show this thread 


The Museum of English Rural Life @ @TheMERL - Jun 19 v 
M please put this cow in more paintings 


Mike Cooling @archaeomike 
Replying to @TheMERL 
| feel more like this today :) 


O22 Mos O14 


Show this thread 
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If you are taking this course on digital marketing, then chances are you 
have heard of The Museum of English Rural Life and their unorthodox 
social media tactics. Odd as they appear, they had exactly the right 
plan to expand their base and encourage follower content. One of their 
most recognised challenges was posting a photo of an animal from their 
collection and challenging users to Photoshop that image into other 
paintings. @TheMERL gave the call to action and the internet answered. 
The badly painted cow they offered was Photoshopped into everything from 
Michelangelo's The Creation of Adam to Picasso's Guernica. Art UK then 
picked up the trend and offered a zebra PNG to their followers to employ. 


This quirky type of call to action has been extremely successful within the 
past 3 years on Twitter as well as Instagram. It's great to see museums 
start their own hashtag challenges, but there are also plenty that are 
already in existence. These challenges are taken on by a myriad of different 
people in the sector from EMPs to Executive Directors. They offer a unique 
opportunity to present your museum's key values and to highlight your 
programming and collection. There are several annual social media 
museum-centric initiatives that should be on everyone's marketing diary. 


Engagement is maximised on these days and your posts are sure to be 
seen by a wider audience when using challenge hashtags, so we highly 
recommend you get on board! 
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4. Responding to your audience 


Talking at people doesn't work. Social media is a two-way street. If 
museums are directing visitors to engage more digitally with them, it’s 
only fair that museums match their level of participation. Acknowledging 
and responding to social media posts is crucial in building a responsive 
and trusted online brand. There are few things more frustrating to an 
invested social media user than a museum that allows great marketing 
opportunities to pass them by. Retweet, like, comment and engage 

to let your followers feel heard and to capitalise off the free marketing 
opportunities. 


With that being said, it's important to be responsive when visitors aren't 
being positive with their comments. Negative experiences and comments 
crop up at every museum. How museums handle public relations is what 
will be remembered, not always whatever the issue was. If your museum 
receives negative posts or feedback on social media, it's very important to 
reach out and address that concern. Consider it a chance to show-off your 
museum's sensitivity and responsiveness! Who knows you might turn that 
visitor into a recurring guest! 


© MuseumNext® 


Let's take a moment to recognise the difference between how this will 
impact small museums compared to large museums. At large institutions, 
there is a dedicated communications team and social media managers 
that can constantly and consistently respond. However, with smaller 
museums, communications can often be one aspect of a staff member's 
job. Drafting clear social media guidelines and creating a few standard 
messages that can be used to respond to enquiries is a helpful way to 
get more people involved in social media at smaller institutions. Brand 
consistency is important, and regularly posting/engaging with followers is 
just as crucial. 


When responding to audiences, it's also important to signpost in a helpful 
and user-friendly manner. If you are engaging in an online dialogue about 
museum education, be sure to include a link to the museum's education 
page. Don't make your visitors search for information. Vague posts are not 
helpful in driving visitors back to the museum website and generating real 
interest. Be direct with followers and remember to signpost them at every 
step of the way. 


Now go, go, go post! 
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Here are a few final tips for you to take away from this chapter... 


1. Have you got a social media strategy and or/guidelines? Start there. 
That will help you define your audiences and your posting strategies. 


2. Think about who you most want to engage with as a museum. Is it 
younger people? People interested in a certain topic? Start asking 
these questions to zone-in on your target audience. 


3. Get to know the arts and culture influencers in your area — begin 
following them to start a dialogue. They can be super helpful in creating 
amazing visitor content! 


4. Signpost, signpost, signpost! Remember to include your museum social 
accounts and hashtags on all relevant print and web material. Don’t be 
afraid to put reminders around the gallery space with directions to the 
accounts/hashtags. 


5. Chat with other museums about their social media tactics. It’s time 
to stop being so close-minded and see if you can't collaborate on 
something together! 


6. Note down the important social media days on your marketing 
calendar! 


7. Start engaging more with your followers — liking tweets, supporting 
other museum's events online... This type of behaviour will show the 
public that your museum is socially responsive. 


8. Think about a selfie-space. Whether it be a corner of the gallery or a 


lovely space outside. A little bit of encouragement and curation can go 
a long way in directing visitors to produce new content. 
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You've been introduced to four specific tactics with many variations that 
can work with any budget to increase content created by museum visitors. 
There will be more content in this ebook that will relate to this topic and we 
will be sure to guide you through the process of implementing these tactics 
into your overall marketing strategy, so keep reading! 


Facebook Advertising 101 


With 1.59 billion daily and 2.41 billion monthly active users, Facebook has 
it's hand in a lot of pockets... Literally. More than 2.1 billion people use social 
media apps like Facebook, every day on average . Because the platform 
has so many users, the insights it provides on users is quite comprehensive. 
This is something that we explored in the first week of our course when we 
went over how to identify audiences. Another way to use these audience 
insights, is to create targeted ads that are based off of real knowledge and 
data on users provided by Facebook. 


Facebook ads can be created quickly and will work efficiently to increase 
your web traffic. They will help increase brand awareness and are extremely 
measurable through Facebook's advertising platform, Ads Manager. 
What's not to love here? Not only are Facebook ads very targeted and 
far-reaching, they are also extremely affordable. Campaigns can be 
customised to any budget; from £5 to £500. There are some types of ads 
that require a minimum spending amount, but Facebook notifies you of 
that when they are being created. 


Facebook Ads Manager is the best place to create highly-customisable 
targeted ads. You can also create ads from your Facebook page, but the 
customisation options are more limited. 


* https://newsroom.fb.com/company-info/ 
Accessed 28/09/2019 
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How They Work 


There are two terms to remember when it comes to creating Facebook ads: 
Engage and Drive. Your ads need to either engage viewers in stopping and 
looking at what your organisation has to offer, or driving them to click and 
dig a little deeper. It's important to do this in a nuanced way; coax people 
instead of herd them, but every ad that is generated should contain either 
of these aspects. It's extremely difficult to create an ad that does both of 
these at once. Most brands that try end up failing and not succeeding in 
either respect. Let's break it down a little more. 


Engaging Ads 


Brand awareness is powerful and important. It helps to build the foundation 
upon which customers will start to build familiarity and loyalty. It’s worth 
spending advertising money to spread awareness of your brand and 
organisation. Engaging ads encourage users to further engage and 
interact with a brand that they are already ideally curious about. Signing 
up for a newsletter, going to a new blog post, following social media 
accounts - these are all actions that engaging ads should be encouraging. 
We will speak more on “Call To Action” (CTA) language shortly which focuses 
on traffic driving, but for now, we'll give a brief summary of the type of 
actionable language that should be incorporated into your Facebook ads. 
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Examples of effective ‘Call To Actions’ (CTA) are: 


Sign up... Find out... 
Subscribe... Discover... 

Join (us)... Continue... 
Listen (in)... Find out (more)... 


Come along... Follow (us)... 


Don't miss... Take me there... 
Get started... What's next... 


Try... 


This type of language has been proven by experts to drive people to be 
more fully engaged and actually take that next step in brand investment. 


Now, let's get into the nitty gritty of Facebook Ad jargon. 
Facebook ads can be broken down into three elements... 
Campaigns - your advertising catch-all, it houses all assets. 


Ad sets - These will be used if you have a segmented audience that you're 
targeting. 


Ads - The new, shiny, finished product! 
You'll hear us use these terms a lot in this chapter so it’s best to establish a 


basic understanding now. Ready to get started on creating your own ad? 
Cool, let's dive right in... 
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There are 7 basic steps to creating a Facebook Ad: 


1. Choosing your objective 

2. Selecting your audience 

3. Deciding where to run your ad 

4. Setting your budget 

5. Picking a format 

6. Placing your order 

7. Measuring and managing your ad 


Choosing Your Objective 


There are 3 major categories for objectives that we need to consider: 


Awareness, Consideration and Conversion. 


What's your marketing objective? Help: Choosing an Objective 
Awareness Consideration Conversion 
“* Brand awareness a) Conversions 
“> Reach .* Engagement ‘™ catalog sales 
Sa App installs fp Store traffic 
NM Video views 
Y Lead generation 


™) Messages 
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- Awareness ads help to get people's attention and spread brand 
awareness. The two types of ads under this category are ‘brand 
awareness’ and ‘reach’. 


- Consideration ads drive users to consider your brand/organisation 
and tempt them into signing up for a newsletter or viewing a video. 
Think of these ads as enticing visitors to take a bite into your brand. 
Traffic, engagement, app installs, video views, lead generation and 
messages fall under this category. 


¢ Conversion ads increase action on your website by driving people to do 
something specific. Convert them into customers by guiding them towards 
a purchase - encourage them to visit the website increasing site traffic, 
and hopefully conversions. Conversions, catalogue sales and store traffic 
fall under this categorical umbrella. 


Your choice of objective needs to completely align with your campaign 
goal and marketing strategy. Make sure that you can support your choices 
with a carefully planned strategy. 
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Selecting Your Audience 


The word audience here is to be taken in a broad context. There are so 
many ways to refine audiences and make sure that your ads are going 

to the people that you want. Facebook Ads Manager allows you to filter 

by location, demographics (age, gender, education, relationship status 
etc...), interests, behaviour (device usage, buying patterns) and connections 
(people who are associated with your account already or similar accounts). 


With all of these customisation options, it’s important to stay aligned with 
your target audience and campaign goals. Facebook also allows for the 
option to create and save audiences for future usage. This is a handy tool 
and a huge time saver when it comes to running ads on a regular basis. 
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Create New Audience Use Saved Audience + 


Add a previously created Custom or Lookalike Audience 
Custom Audiences @ 


Exclude | Create New + 


Everyone in this location ¥ 





United Kingdom 


@ United Kingdom 





@ Include ~ | Type to add more locations Browse 


a ae ak ee 
oo Norway. } Pa 
; rsd e| 


a 


Locations @ 


i, Netherland ape 


P=“) | @ DropPin | | 
| Bele u . 
Add Locations in Bulk 


Age © ia -| 


Gender @ AM Men Women 


Languages @ Enter a language... 


Include people who match @ 








Suggestions | Browse 


Detailed Targeting @ Add demographics, interests or behaviors 





Exclude People 
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Deciding Where to Run Your Ad 

As if we didn't need more options, Facebook also allows for you to choose 
exactly how and where your Ad will appear to audiences. If your Facebook 
account is linked to your Instagram, then you'll also have the option to run 
Ads on your Instagram account. The locations of your Ads are called ‘Ad 
placements’. Currently, the following placements are available through 
Facebook Ads Manager. 

Feeds 

* Facebook News Feed 

- Instagram Feed 

¢« Facebook Marketplace 

¢ Facebook Video Feeds 

* Facebook Right Column (On the right hand side of feed) 


¢ Instagram Explore 


« Messenger Inbox 
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Stories 


* Facebook Stories 

¢ Instagram Stories 

¢« Messenger Stories 

In-stream 

* Facebook In-Steam Videos (Appearing before/after content) 

Messages 

« Messenger Sponsored Messages 

In-article 

¢ Facebook Instant Articles 

Apps and sites 

¢ Audience Network (Banner, Native & Interstitial) 

¢ Audience Network Rewarded Video 

¢ Audience Network In-Steam 

We would recommend starting with the basics and going with Ads that 
are placed in newsfeeds before experimenting with the other types of Ad 
placements, but if you are feeling bold and creative, feel free to experiment 


a bit and see what works for your organisation! Because Facebook Ads are 
so affordable, this is a great place for advertising trial and error. 
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Set Your Budget 


Advertising on Facebook is super affordable and easy to customise. There 
are two ways to break down cost: the overall soend and the cost of each 
result achieved. The budget controls how much money is spent overall 
which can be reinforced by individual campaign spending limits and 
account spending limits. 


There is also another option to optimise your Ad budget with a bid strategy. 
The bid strategy that you choose tells Facebook how to bid for you in Ad 
auctions. With the bid strategy system, it's important to make one decision 
first; whether or not you want to control costs. 


DO YOU WANT TO CONTROL COST? 


NO COST CONTROL 


Lowest cost @-— Deut 
Get the most results for your 
budget (no cost control) 


COST CONTROL 


Default =—® Cost cap 
Get the most results possible 
while staying within the 
benchmark cost per action 


Advanced =@ Bid cap 


Reach the most results without 
exceeding your bid cap (bid is 
not the same as the average cost 
of your results in reporting) 


Advanced ®@ Target cost 
Seek only results that cost 
close to the goal you set 
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The price that you are willing to pay to achieve your desired Facebook 
advertising goal is considered a bid. The three types of bids are broken 
down below.... 


¢ Cost cap - Ideal for getting the most volume although costs may increase 
as your budget increases. 


¢ Bid cap - Ideal for controlling bids in the auction. However, this bid is 
different than the cost per results. 


- Target cost - Ideal for getting consistent costs. This cost is a safe bet as it 
stays fixed even when your budget increases. This is the default option for 
cost controlling bid strategies. 


Facebook provides a helpful chart which can guide you in choosing the 
right bid strategy for your organisation. 


See following page D> 
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Available bid 
btrategies 


Who sets 
the bid? 


Facebook Brand Awareness, Reach, Traffic, Engagement (Post 
Engagement, Page Likes, Event Response), App Installs, 
Video Views, Lead Gen, Messages (excludes Sponsored 
Messages), Conversions, Product, Catalogue Sales 


Advertiser Reach, Traffic, Engagement (Post Engagement, Page 
Likes, Event Response), App Installs (Installs, Events, Link 
Clicks, Video Views), Video Views, Lead Gen, Messages, 
Conversions, Product, Catalogue Sales 

Facebook Traffic, App Installs, Event Responses, Lead Gen, Offsite 
Conversions and Catalogue Sales with the following Ad 
Delivery Optimisations, Landing Page View, Link Clicks, 
Page Likes, Post Engagement, Replies, Video Views, 
Product Catalogue Sales with Link Click and Offsite 
Conversions 


Facebook Traffic, App Installs (Installs, App Events, Video Views), 
Lead Gen, Conversions, Product Catalogue Sales 
App Installs, Conversions and Catalogue Sales 
App Installs, Conversions and Catalogue Sales 


Available objectives 





Lowest cost (auto-bid) 


Cost Cap 
(50% availability) 





Target Cost 


Value Optimisation 
with min. ROAS 





Highest Value 
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Want to spend full budget 


Need to understand what bid/cost to 
use for other bid options 


Want to set a max. bid across 
auctions to control cost and reach as 
many users as possible at that bid 


When you want to maximise cost- 
efficiency, 


When you need to keep cost within a 
specific threshold 


When you want to maintain a 
consistent cost 


If ROAS is the primary measure of 
success and you're able to pass back 
transaction values to our platform 


Want to get the highest ROAS, want 
to spend full budget and when 
unsure of min. ROAS/bid amount 
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Benefits 


Hands-off, Facebook manages 
bidding 

Reach all lowest cost opportunities 
while spending your budget 


Maximise volume at specified max. bid 


Can increase competitiveness against 
other advertisers targeting similar 
audiences 


Maximise conversion volume within 
your acceptable CPA/CPI 


Minimise your cost when possible 
without manually adjusting your bids 


Cost predictability 


Get the most conversions possible at 
the target cost 


Focus campaign performance on the 
bottom like and ROAS 


Get the most opportunities while 
maintaining ROAS 


Hands-off, Facebook manages 
bidding 


Achieve highest value results while 
spending your budget 


Considerations 





No control over your cost 


Costs can rise as you exhaust least 
expensive opportunities or as you 
increase budget 


Need to spend more time managing 
bids to control cost 


Costs can rise as you exhaust cheaper 
opportunities or increase your budget 


May not spend full budget 
Bid is not the cost you'll see in reporting 


Cost may rise as you run out of 
cheapest opportunities 


Learning phase requires more 
aggressive exploration 


May not spend full budget once you 
hit the cap 


Loses out on all cheaper results 

May not spend your entire budget 
Specific to value optimisation 
Setting the benchmark too high may 


lead to under-delivery 


Specific to value optimisation 
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If this all sounds super complicated, it’s because it kinda is... Don't get 
yourself in a tizzy JUST now... Start with some simple Facebook Ads and get 
used to the creation, monitoring and managing process before you get too 
wildly experimental with bid strategies and advanced Ad creation. Make 
sure that Facebook is ACTUALLY increasing your brand awareness, visitor 
numbers and ideally revenue before you get too stuck in the weeds with all 
of the Facebook Ad jargon. 


Picking a Format 


There are several different types of ads to choose from. Below, we'll list the 


options to choose from and tell you the ones we think you should begin with. 


Types of Ads 

It's imperative to always have some type of media when sending out a 
Facebook Ad into the universe. Ads with images or even better, video, reel 
in 2-3x the views than text Ads do! We've selected a few types of Ads you 
could create below: 

- Image 

- Video 

¢ Slideshow 

¢ Carousel 


¢ Collection 


¢ Instant Experience 
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Start with image and video ads. In these, you can showcase photos of 
your events/programming/collection and add snazzy call-to-action (CTA) 
language that will get visitors to take that next step and invest in your 
brand. 


The following formats are acceptable for Facebook Image Ads: BMP, DIB, 
GIF, HEIC, HEIF, IFF, JFIF, JP2, JPE, JPEG, JPG, PNG, PSD, TIF, TIFF, WBMP, 
WEBP and XBM. 


The following formats are acceptable for Facebook Video Ads: 3G2, 3GP, 
3GPP, ASF, AVI, DAT, DIVX, DV, F4V, FLV, GIF (recommended), M2TS, M4V, 
MKV, MOD, MOV (recommended), MP4 (recommended), MPE, MPEG, MPEG4, 
MPG, MTS, NSV, OGM, OGV, QT, TOD, TS, VOB and WMV. 


Slideshow and Carousel Ads offer the ability to show off multiple images 
(up to 10) and to add text and sound as well. Using either of these options 
makes for a really dynamic Ad and is perfect for a museum with amazing 
collections that are ready to be shown off, or for an organisation that has 
high-quality images that are marketing-ready. Another positive attribute 
to using slideshow or carousel Ads is that they use less data than videos 
so they are optimised for users who are operating off of slower internet 
connections. By using a sequence of images, it’s also possible to create 
more of a narrative or a story, rather than using a single image or a video. 


Collection and Instant Experience Ads are more so meant for e-commerce 
as the Ad will open up directly into, well, an instant experience for lack 

of a better term. We would recommend experimenting with these Ads if 
you are a larger institution with e-commerce-driven goals and a variety 

of products to market. If you are a smaller organisation, focus your efforts 
elsewhere. 
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Placing Your Order 
There are two main ways to pay for your Ads on Facebook: 


- Automatic payments - You'll be automatically charged whenever 
Facebook Ads go over a certain amount known as your billing threshold 
that you can set. You'll be billed again on the monthly date that you set 
for any leftover costs. If you use PayPal or most credit or debits cards to 
purchase ads this is how you will typically pay. 


¢ Manual payments - With this method, you can add money to your 
account first and then that amount is deducted once a day as your ads 
go live on Facebook. With manual payments, there is no billing threshold. 


You can always keep an eye on how much you are spending by referring to 
your Ads Manager page. While Facebook Ads will always stay in budget 
for each individual Ad campaign, it’s worth noting that your monthly bill 
may be higher than expected and that is because your account will be 
charged for all of the Ads that you are running on that specific account. 
Facebook will NEVER soend more than you tell it to, so make sure that you 
are properly setting up cost limits at the start. 
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Measuring and Managing Your Ad 


Facebook Measurement is the platform for measuring Ad campaign 


success. There are a number of ways to measure the success of your 
campaign; through numbers of people reached, through the diversity 
of people reached, through click-throughs etc... It’s all available within 
the Facebook Measurement platform which is located right within the 
Ads Manager. 


Use these measurements to calculate the success of your campaigns 
against your overall marketing strategy and individual campaign strategy. 
Be sure to acknowledge the successes of your campaigns as well as the 
opportunities for improvement/growth. If your campaign didn’t do as 

well as you would have hoped, try to find out WHY. Figure out what didn't 
work and make a note to try something different next time. With all of 

the research that we've encouraged you to do, you should have a solid 
foundation upon which to measure your achievements against and have 
a better sense of where improvements could be made. 


AUDIENCE i) 


Gender Age Placements Location 
25-34 
Post Engagements 
Cost per F 


Reached 


—_—_—— 
Post Engagements 
Cost per Post Engagemer 
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Chapter 1 © Chapter 2 Chapter 3 
Audience and Social Media Website 
Content Planning 


Wrapping It Up 


Facebook advertising is pretty cool, isn't it? It’s a bit tricky to understand, 
and we hope that we've helped you along in that department by breaking 
down some of the tech-heavy jargon and techniques, but it really is a 
complicated platform. If you're still feeling stuck after this chapter, we 
suggest that you speak to other marketing teams at similar organisations 
within the sector to see what has and hasn't worked for them. Did they try 
carousel Ads just to fall flat on their faces? A lot of organisations will be 
more than willing to share this information with invested people who ask - 
after all, we need to help upskill one another in the arts and culture sector! 


We'll soeak more about call to action language and how to write engaging 
call-to-actions (CTA’s) later on, but for now were going to explore working 
with influencers. 

Working with Influencers 

You may associate influencer marketing with bikini-clad Instagram models 
posing with detox tea and encouraging you to use their promo code. How 
on earth could this model (pun intended) be applied to arts and culture 
organisations, you may ask? In this chapter, we'll give you an overview 

of why your institution should consider this approach to marketing in the 
following sections: 

1. The Benefits of Influencer Marketing 

2. Who to Choose 

3. How to Find Influencers 


4. How to Approach Influencers 


5. How to Set Expectations and Guidelines 


© MuseumNext® 


Chapter 4 Chapter 5 
Driving Traffic Recap 





The Benefits of Influencer Marketing 


Influencer marketing isn’t just reserved for the likes of detox teas. This is 
best exemplified by the Louvre's record-breaking year of visitorship in 2018 
following the release of Beyonce and Jay-Z's Apeshit music video. The 
video used the Louvre as a backdrop, showcasing works of art throughout 
the museum. Following its release, the Louvre welcomed 1.2 million visitors 
in 2018, a 25% increase over 2017, according to Museum Next. Beyonce and 
Jay-Z effectively endorsed the Louvre as a contemporary, relevant, all- 
round cool place to be, and the increase in visitorship proves that the world 
took note. 
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While endorsements from Béyonce and Jay-Z don't pop up left, right 
and centre, the same principle can be applied on a smaller scale to any 
cultural institution. What influencers offer is a unique ability to connect 
with their audience in the way that institutions can’t always produce on 
their own. Followers trust influencers, not necessarily because of their 
fame or celebrity, but rather the personal connection they feel through 
accessing the influencer’s content on a regular basis. This goes back to 
that authenticity that we talked about when establishing your brand and 
voice. This intimate engagement can be harnessed effectively by cultural 
institutions through partnerships with influencers. 


You want to target audiences who can be converted into visitors, and 
influencer marketing could be a great way to do just this. 


Instead of throwing your message out for anyone to hear, influencer 
marketing enables you to deliver your message directly to a small, but 
invested market. Influencer marketing can generate organic, collaborative 
content that sparks higher rates of user engagement than a blanket 
marketing campaign. Moreover, your message comes from a trusted source 
(the influencer) directly to their following (your target market). With the right 
research, you can choose an influencer who has a following with a genuine 
interest in what you're offering. 
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Who to Choose 


Choosing the right influencers to work with is the most important part 

of this marketing model. You'll need someone who reflects your brand 

and whose following will be invested and interested in engaging with 

your institution. First, you'll need to know your brand AND your target 
audience. Ask yourself what audience you are trying to reach and on 
which platforms? What are your strongest platforms, and is your message 
relevant to new platforms? We've discussed all of this previously so by now 
you should have that target audience formed and it's important to keep 
them in mind when choosing an appropriate influencer to work with. 


Finding the influencer with the biggest following isn’t necessarily the best 
approach; you're looking for the person who has developed the best trust 
with your target audience. There are a few kinds of influencer to consider: 


¢ Macro influencer: Think famous internet moguls like Kylie Jenner. These 
influencers typically have 100,000 to millions of followers. They can 
target a really broad audience, such as ‘young people’ or ‘women.’ This 
kind of influencer can come with a much higher price tag. With a macro 
influencer, your institution will be visible to millions of people. 


¢ Micro influencer: Micro influencers are considered ‘normal’ people with 
roughly between 1,000 and 100,000 followers. Micro influencers have 
a high engagement level with their followers, a specific audience who 
is deeply connected to them and trusts them. Because of this close 
relationship, followers are more willing to believe that a micro influencer 
actually endorses what they're promoting. They are typically seeking 
opportunities to connect with institutions that align with their audience. 
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¢ Nano influencer: Do you have that friend who just happens to be really 
good at social media, and people always seem to like their stuff? That 
friend probably hasn't worked with a brand before, but they're exactly the 
kind of content creator who's prime to become a nano influencer. Nano 
influencers have up to just 5000 followers. They're more like a good friend 
giving you a solid recommendation than a celebrity. Nano influencers 
tend to be the most authentic and intimate kind of influencer marketing. 


Consider an influencer and their celebrity status carefully before 
approaching them. You're entrusting the reputation of your institution to 
a third party. You need to be certain the relationship you're building with 
them is what you're looking for, and that the influencer really represents 
your institution and your values. 


When choosing influencers to approach, you might want to consider some 
of the following questions: 


¢ What is the influencer's area of expertise? 
¢ How does your institution align with the influencer’s audience and image? 


¢ Does this influencer and their audience use the same channels and 
platforms as your audience? 


¢ What does a typical follower of this influencer look like? Is this follower 
likely to be interested and engage with your institution? 


¢ What is this influencer’s reputation? Are they generally well-liked? 
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Before we dive into how to find and approach influencers, let's quickly 
consider platforms and content types. As mentioned above, you should 
consider platforms as carefully as you would consider which influencer you 
want to work with. The platform and content type their audience accesses 
should align with the audience you're looking to target. 


Here's a list of influencer marketing channels and content types 
to consider when you’re approaching influencers: 
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How to Find Influencers 


You've now honed in on your target audience after careful consideration 
and planning... You know what platforms and content they engage with... 
So, now you're at the stage where you're ready to find influencers that 
speak to this target audience and have created a solid trust with them. 


Here are a few ways you might think about finding the right influencer 
for you: 


¢ Use an online service that connects influencers and institutions. This is 
an easy place to start because these services will have done the majority 
of the work for you, letting you pick and choose from people who are likely 
to be most relevant to your institution. 


> Try a digital PR service like BuzzStream. This service will allow you 
to research influencers and build your own database of potential 
influencer-partners based on their following, relevance, and power. 


> Write a carefully considered brief of what you're looking for and the kind 
of campaign you're hoping to run. You can then post it on a platform like 
Tribe or Takumi. These platforms connect influencers or content creators 
and institutions who are looking for someone to promote their brand. 
Platforms like these are particularly popular with micro influencers, many 
of whom are keenly seeking partnerships. The benefit of these services 
is that influencers are vetted and can be searched based on their 
relevance to your brand. 
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¢ Use social media. Find influencers where they live and breathe - 
on social media. 


> Try following hashtags like #PRrequest, #PRrequests, #Journorequest 


or #Journorequests on Twitter. These hashtags allow you to see the 
kinds of opportunities other institutions and brands are posting. You 
can even try posting your own opportunities using these hashtags, 
which more likely target micro or nano influencers. 


Join Facebook groups such as UK Influence Opportunities, 
where opportunities for influencers are posted similar to the Twitter 
hashtags above. 


Harness your own social media following to bring influencers to you. 
Depending on the nature and size of your institution's following, posting 
on your own feeds that you're seeking people to partner with may help 
in finding the right influencer. 


- Do some good old fashioned market research. Understanding the 
platforms and types of content your target audience are accessing 
is ultimately going to be the best way to find the right influencer to 
partner with. 


> Do asearch for relevant, niche publications that are accessed by your 


target audience. Start with people who are regular contributors, or 
whose names continually pop up in the news or social media. Who do 
they follow? Who follows them? 


If all else fails, try a quick Google search of what you're looking for , e.g. 
‘top influencers in arts and culture’ or ‘influencers twitter arts and culture 
young people.’ You never know who may turn up! 
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How to Approach Influencers 


Finding the right influencer is like online dating - you may have to sift 
through a lot of options, but you've finally found the one for you. You're 
ready to ask them out - ahem, approach them about a partnership. 
But much like online dating, the trick is to do this in the right way. 


Sending an email is the simplest way to make contact with an influencer 
about a potential partnership. However, depending on the level of 
influencer you're looking to work with, they could be inundated with 
requests to partner every day. Many of these requests may be spam, 
irrelevant to them, or just plain uninteresting. You want your request to 
stand out from the pack. This is relationship marketing after all, which is 
by nature a two-way street - you know why you want to work with them, 
but now you need to make them see why they want to work with you. 
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Here are some simple guidelines on best practice for first contact: 


«Keep your email short and sweet. They might receive a hundred requests 
per day, so they don't necessarily have time to read a lengthy proposal. 


¢ Be clear and upfront. Explain clearly what your institution does and what 
you're looking to achieve. Ideally do this in the first paragraph of your 
email so the influencer gets an immediate sense of whether or not this is 
something they want to engage with. 


¢ Personalise your email. You might be contacting a range of influencers 
to see who will be the best fit, but that doesn’t mean you should take a 
one-size-fits-all approach. Make sure the influencer knows why you chose 
them specifically. 


¢ Suggest content ideas. It’s a good idea to offer suggestions of what 
you're thinking might work, but ultimately the influencer knows their 
audience best. Don't be too prescriptive and leave room to work together 
on campaign ideas. 


- Write like a person. There's a time and a place for institutional voice, but 
this isn’t one of them. Write like a human connecting with another human. 


¢ Add value for them. Make sure you highlight what value this partnership 
brings them, even if the partnership you're proposing isn't monetary. 


- Make saying yes easy. Don’t ask them to fill out a form or get back to you 
with ten content ideas; instead, just ask them if they're interested and 
available. A simple yes will do. 
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If you're not able to get an influencer’s email, you can also approach them 
through direct message on their social media platforms. However, treat 
the direct message as a launching point. Give the influencer your elevator 
pitch and ask if you can contact them via email or phone to discuss the 
partnership further. 


If you don't hear back from an influencer right away, don't be discouraged 
and feel free to follow up with them. They're wading through hundreds 

of emails - pushing yours back to the top of the pile doesn’t hurt. When 
following up, be sure to strike a balance between gentle reminders and 
constant spam. 


© MuseumNext® 


How to Set Clear Expectations and Guidelines 


You're in - an influencer has agreed to partner with you! Now you need to 
set expectations and guidelines for your campaign, including what kind 
of campaign you're hoping to run together. Here are some examples of 
different campaigns: 


- Reposting their content on your channel. This is the simplest kind of 
partnership which can be achieved with a simple direct message or email 
asking for their permission. A lot of micro or nano influencers might agree 
to a repost just for the exposure. 


- Co-created content. Your institution and the influencer will work together 
to produce content that can be posted on both your channels. 


- Event or product marketing. You're trying to drive traffic to your 
institution, be it a particular exhibition, show or specific event. You can 
ask the influencer to post about the event to their followers and/or invite 
them to attend themselves. 


- Takeovers. The influencer takes over your social media channel(s) for an 
agreed amount of time. This encourages their following to engage with 
your channel, drawing in new followers and engaging their audience. 
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Depending on your campaign, the next step will be to create a campaign 
plan. Work with the influencer to determine a timeline, goals and key 
performance indicators for the campaign. Key performance indicators are 
wide-ranging, but can include impressions, views, engagements, click- 
throughs, increase in followers, and/or sales. Make sure you're agreed on 
messaging and delivery of the campaign. Give good examples of similar 
posts that align with your brand, while leaving room for influencers to tailor 
content to their audience. Review the content the influencer is producing 
before it’s posted. Include specific requirements, guidelines, payment 
schedules and consult with your legal team or advisor before solidifying 
your campaign plan and contract. 


For some influencers, payment may come in the form of free tickets or an 
exchange of cross-posted content. However, larger micro influencers and 
macro influencers may require monetary compensation. When budgeting, 
do your research and be aware of the return on your investment. Return 
on investment can be difficult to manage, especially with nano and 

micro influencers, so be mindful of what you're willing to spend. If your 
institution does social media advertising or soonsored newsletters, it may 
be worthwhile connecting with your marketing or digital departments to 
compare cost and engagement rates on these kinds of campaigns versus 
what you're expecting from your influencer. 


Always expect that you'll have to put some budget up when working with 
influencer marketing. You're creating a personal relationship with them, 
but at the end of the day it’s still an exchange of goods and services. 

You may even end up spending more on an influencer than a nonspecific 
audience campaign, depending on the kind of influencer marketing 
campaign you're building. Remember that you're paying for a curated, 
engaged following and the in-built trust with that audience. Be aware of 
your brand value and the influencer's brand value, as this will impact how 
you compensate the influencer. Also consider maximising your budget by 
using multiple influencers in lighter-touch ways but bringing the campaign 
together using a hashtag. 
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Here are a few helpful tips to consider as you develop your campaign 
plan: 


¢ Be transparent. What are your expectations for the campaign? 
What key performance indicators are you using to measure its success? 


- You're working with a person, not an agency. Influencers sometimes get 
a rap for being difficult to manage. You need to set up clear guidelines 
but remember that this isn’t a purely transactional interaction - you're 
building a relationship with the influencer and their following. 


¢ Strive for continuity. Relationship marketing isn’t transactional so be sure 
to stay in touch with influencers and maintain your relationship. You may 
want to work with them again. 





Final Takeaways 


In this competitive climate for art and culture institutions, any added 

edge to get your brand and message out there is much needed. Influencer 
marketing may sound like a foreign land reserved for the likes of diet teas, 
but even the simplest reposting of content is the beginning of building 

a relationship with an influencer. 
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Here's a quick overview of the key takeaways from this chapter: 


¢ Know your brand and your target audience. It's the easiest way to target 
the right influencers to partner with. It’s also the best way to find key 
influencers - by using platforms and accessing content in the same way 
your target audience does. 


- Choose the right influencer, not the one with the largest following. The 
largest following doesn't equate to the best engagement. Find someone 
who speaks to your audience and who has a deep engagement and trust 
with them. Quality over quantity! 


¢ Approach and work with influencers in an engaging, personable way. 
Influencer marketing is relationship marketing. You're working with a 
personal brand that aligns with your own - create a similar level of trust in 
the influencer as the influencer's followers have them. 


- Be clear and upfront with influencers. As person-to-person as this 
interaction may be, it’s still important to have clear guidelines outlining 
the goals and key performance indicators of your campaign. 


It's your time to shine, now go co-create that viral content partnership... 
maybe with Queen Bey herself! 
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5 Methods to Improve Your Website 


Whether you already have a killer website or are just dipping your toes 
in the web presence waters, there is always room for improvement. People 
often visit museum websites to find practical information about visiting 
hours, exhibitions, programmes and collections. However, you can entice 
visitors to stay and become more involved in what your museum has to 
offer by reeling them in with engaging content like social feeds, blogs 
and photo galleries. Having killer SEO (Search Engine Optimisation) is 
also crucial is setting your site up as a cut above the rest and making it 
onto the first page of Google searches. All of the following methods will 
help to improve your SEO-ranking, but optimising your site for search 
engines with alt tags and loading speeds is a whole subject of its own. 
That's why we've dedicated an entire section to it! 


The tactics we will go over in this chapter are applicable for small and 
large institutions. You'll learn about the value of these methods as well 
as how to implement them within your own organisation. 


1. Ask for feedback 


So you've already worked out your ideal target audience, now it’s time 

to spend some time thinking about who will be visiting your website. 
Because of the physical nature of museums, many websites highlight 
useful information for visitors like parking and exhibitions. It's important to 
consult with visitors and members of your museum to see what they think 
about the usability and relevance of your site and where they could see 
improvement. The following methods are effective ways to invite members 
of the public to be a part of improving your website. 


¢ Focus groups - Once you target your key audiences, you can aim to 
invite one person from each audience group to come to the museum 
to test out the new site with an incentive of free tickets or a specialised 
tour/programme. 


¢ Survey - This is a great method for organisations that are sending 
out regular e-newsletters. Offer your readers/visitors an incentive like 
a discount in the café or tickets to an event in exchange for filling out 
a survey about your website. SurveyMonkey and GoogleSurveys are 
both free (to a certain point) and very easy to use. They also offer 
users the option to manipulate data into helpful visuals at the end 
of the survey period. 


¢ Social Media - Put out an all-call! Again, you could offer participants 
an incentive like discounts or tickets for providing website feedback. 
This could be through DMs, a survey, or even participation in a focus 
group as mentioned above. Social media has tendrils in all aspects 
of society so chances are that your followers will be from various key 
demographics. Use this to your advantage by casting a wide net! 
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2. Easy navigation 


Your website may look flashy with eye-catching pictures and gripping 
text, but if your visitors can’t easily navigate the site to find what they 
need, they will get frustrated and leave quickly. What's worse - you may 
get bombarded with phone calls about how to use your website which 
is a waste of your time and frustrating for the user. 


The absolute best way to get back to basics when thinking about website 
navigation is to reimagine your sitemap. This is where a giant flip-board 
or whiteboard with some markers can come in really handy. Establishing a 
visual path that your visitors will follow when visiting the site will allow you 
to prioritise certain areas of the website and create gripping paths for your 
website visitors to venture down; maximising their time and experience on 
the site. 
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A very basic sitemap looks something like this: 
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A sitemap that emphasises hierarchy according to importance 
(which is good for SEO!) looks like this: 
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Use visitor/follower feedback to inform the structure of your sitemap as well 
as the categories that should be prioritised. Remember to keep navigation 
names short and sweet - there is nothing more discouraging than text-rich 
primary and secondary navigation bars. 


We also religiously follow the “three click rule" - it should never take more 
than 3 clicks to navigate to any one page on a website. Keep this in mind 
while mapping out the structure and hierarchy of your website. Make sure 

it is easily navigated by people who are familiar with the organisation and 
people discovering your institution for the first time. 


A properly mapped out website gives visitors the information that they 
came looking for, but it also encourages them to stay and poke around; 
seeing what your organisation has to offer. This leads nicely into our next 
website improvement method, “sticky sites”. 


3. Sticky site 


When people visit your website, do they find what they need and click 
out? Or, do they find themselves going deeper and deeper because of 

all of your amazing engaging content? A “sticky” website is one that 
encourages visitors to keep clicking and spend a healthy amount of time 
exploring what your museum has to offer. The amount of time that people 
spend on a website is called “dwell time” and websites with higher dwell 
times have better SEO rankings. As cited above, a streamlined sitemap can 
entice visitors to soend more time engaging with your digital content. 


Here are a few ways to increase dwell time and make your website stickier 
than that gum you stepped in last week. 


¢ Blogs - Allow site visitors the chance to learn something new on a regular 
basis by creating a blog. Ideally, visitors will return regularly to your site to 
read new blog posts and engage with the content (they will have been 
reminded by your social media we hope!). 
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¢ Hyperlinks - Don't make your visitors copy and paste web links. Take 
advantage of hyperlinking to provide your visitors with clean, streamlined 
ways to navigate to other pages of your site and to external resources 
as well. 


¢ Clear copywriting - Keep your copywriting clear and to the point! This is 
a good rule of thumb for digital marketing in general, but it’s exceptionally 
important in encouraging visitors to dig deeper on your site and not get 
frustrated by flowery and illustrious copy. 


¢ Videos and Infographics - Watching a 30-second video or reading a 
helpful infographic is infinitely more appealing to website visitors than 
reading several paragraph’'s worth of messaging. Take a good look at the 
copy and content you have/are planning to put on your website. Identify 
opportunities for video and infographic creation. This will increase usability 
and will provide more opportunities for auto-tags and alt text which can 
increase your SEO ranking. 


4. Social feeds 


Does your museum have social media channels like Twitter, Instagram, 
Facebook and Pinterest? If not, please refer to our section on social media 
for some great tips on how to wade into the social media waters. If so, they 
really should be connected to your website. In our section on social media, 
we encouraged you to create content that links back to your website and 
organisational mission. Here, we recommend that your website links back 
to your social media so that visitors can have a full-circle experience of 
your mission and brand. 


Don't be daunted by the idea of manipulating your website to include 
social feeds. You can do this on your own - we promise! 
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¢ Twitter 


To integrate Twitter, there are 5 different embedded timeline widgets 
available. Once you've chosen one, the process is simple. Go to https:// 
publish.twitter.com/# - enter your timeline or moment URL you'd like to 
embed, choose the design specs and then copy and paste into your site's 
HTML code. 


How to embed a timeline 


Embedded timeline widgets give you the ability to embed a collection of Tweets (known as a 
timeline) on your own website. There are five types of embedded timelines available, all of which 
look and feel like timelines on twitter.com: 


e Profile: Display public [weets from any user on Twitter. 

e Likes: Show all Tweets a specific user has marked as |ikes. 

e List: Show Tweets from public Lists that you own and/or subscribe to. 
e Collection: Show Tweets from a curated collection. 


e Moment: Show Tweets from a public moment. 


Note: Embedded timelines will only show content from users that have public Tweets. Content 
from users with protected Tweets are not compatible with any Twitter embedded timeline widgets. 
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- Instagram 


Sadly, Instagram does not offer widget creators or generators to create 
custom HTML code. However, we really like to use the third-party generator: 
Lightwidget, The snapshot/polaroid look of Instagram posts is perfect for 
feeding into the bottom of a website - a gallery! 


* Facebook 


Here, you are offered a handy plugin generator which provides a custom 
link to embed tailored to your organisation's URL and height and width 
of the website. https://developers.facebook.com/docs/plugins/page- 


plugin/ “ 
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“Image sourced: Facebook, 
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¢ Pinterest 


Similar to Facebook, users here are offered a widget builder which helps to 
create custom buttons or widgets to add to websites and apps. It asks for 
the specific URL and size requirements and then generates code which can 
be added easily to the backend of your website. Sound familiar? You can 
find Pinterest Widget Builder here: Pinterest Developers.” 





Create buttons and widgets that you can add to your website or app. 
Pp dided the official Save button to your code prior to June 2016, we updated it from the old design ("Pin it" 














Don't be tempted to use integrating social feeds into your website as a 
marketing opportunity by posting too much event information. There is 
nothing more heart breaking than a museum/gallery that squanders the 
opportunity to use social media as a chance to deepen their relationship 
with audiences, choosing instead to repurpose event graphics and 
information like a broken record. Your audiences will feel more connected to 
you if they feel the feed is authentically generated rather than so singularly 
focused. What a nice segway into our next topic, consistent branding! 


* Image above sourced: Pinterest, https://d -pi 
240&boardWidth=400&imageWidth=80&template=square 
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5. Consistent branding 


This step goes hand in hand with integrating your social media into your 
website. As we've discussed before, users like the familiar and having clear 
and consistent branding across your digital presence is a win-win for 
everyone. Users will know it’s you! Standing out in user's feeds is important 
and that means just as much when they go from clicking on your post to 
being redirected to your website. Make sure the overall design of your site 
matches your social media accounts as much as possible with the same 
colour palette, font and messaging. 


Whether you are improving your current site, or creating an entirely new 
one, it's important to notice the minor details that can make or break you 
when it comes to brand consistency. 


Use the following list as a jumping off point for looking into your digital 
brand consistency: 


¢ Logos - Make sure that you have logos that are brand consistent for every 
platform including several different iterations including horizontal, vertical, 
tagline, no tagline, icon etc... For more information on how to make sure 
your logos are sized appropriately (refer to Chapter 1, Brand Consistency 
for a refresher). 


¢ Colour palettes - You may have been given this or have it already as part 
of your branding kit, but if not, it’s still important to establish which colours 
your organisation will use regularly in both print and digital marketing. 


¢ Buzzwords - The “voice” you use for social media may different from the 
“tone” of the website, but they should be related if you catch my drift. 
It's certainly okay to be a bit more casual on social media as the playful 
nature of the platforms do call for a certain level of authenticity, but it's 
important to keep your optimisation messaging and mission consistent. 
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If you use certain words and phrases on social media, integrate those into 
your website so that the authenticity of the social messaging is echoed in 
the optimisation website. Why don't you try getting crafty with it? Making 

a visually- pleasing WordArt chart is a great way to create a cache of your 
favourite words/phrases. 
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¢ Redirects - Don't let carefully created content sit on a dusty internet shelf. 
Seek out every opportunity you can to link similar content on your website. 
If you are creating a page to promote your youth programming, link to an 
archive of past programming and/or a blog article from one of the youth 
panel participants. This is a sure-fire way to make your website extra sticky! 


¢ Regular updates - The only way to keep people coming back to your 
website consistently is if you offer them a reason to keep coming back. 
Give them information about upcoming exhibitions, but pair this with 
a blog posting by the curator and/or a new gallery of photos from the 
exhibition opening. Get creative about capitalising off of certain events/ 
regular updates to spread out the marketing potential. 


Phew!! That's a lot of suggestions! Don’t let your head spin, we'll do 

a quick debrief. We discussed the following 5 methods to make your 
website better: 

1. Ask for feedback 

2. Easy navigation 

3. Sticky site 

4. Social feeds 

5. Consistent branding 

You can integrate any of all of these tactics into your digital marketing 
strategy. There is never a bad time to take a look at your website and 


re-examine priorities and audiences. Regular updates are part of the 
game when it comes to keeping a fresh and engaging digital footprint. 
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Increase Visitors with SEO 


What is SEO and why can the digital marketing world not stop 
talking about it? We introduced you to this term earlier but in this 
chapter, we will delve into its deep depths and break it down even 
further. This chapter will be broken up into two parts... 1) Key assets 
of SEO (Search Engine Optimisation) and why it is important and 2) 
What steps you can take to improve your SEO ranking and increase 
visitor traffic to your website. 


We'll begin by defining a few terms that will crop up in this chapter... 


SEO - Search Engine Optimisation. Basically, the method of making your 


website more search-engine friendly. 


Index - This is where Google stores all web pages that it's aware of. The 


content and location (URL) of your page will be stored in Google's index. 


This term can also be used as a verb... “Google will index my page”. 


Crawl - The process of looking for or collecting information about an 
updated website or web page. This is the means by which Google trolls 
the internet looking for updated pages via following links and reading 
sitemaps. 


Crawler - Automated software that “crawls” pages from the web and 
indexes them. 


Googlebot - The name of the crawler that Google uses to discover new 
and updated pages. 
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Did you know that Google maintains an 86.6% market share of the 

overall search engine market? °. There's a reason why people now refer 

to using a search engine as “Googling” something. There are other search 
engines that are used like Bing and Yahoo, but they aren't NEARLY as 
popular or widely used as Google. So now the question is - Is your site 

on Google? Pop the name of your organisation into a Google search and 
see what crops up... Chances are that if you're investing in a course on 
digital marketing that you have a website and it is on Google. Okay 
great, now you have searched your organisation in Google and you know 
what your Google ranking is, lets delve into SEO and why it matters. 


° https://www.statista.com/statistics/216573/worldwide-market-share-of-search-engines 





[Accessed 17 June 2021] 





Key Assets of SEO/Why it Matters 


Keyword optimisation - So Googlebots are crawling the web like spiders 
looking through web pages to index and present in search results. However, 
these spiders aren't super-intuitive, they need something to look for. What 
they are motivated to look for in their search are ‘optimized keywords’. 
Keywords are the words that you type, phrases you use, all of the terms and 
language that is used on your website. It is important to maximise diversity 
within your choice of keywords and usage. While Google likes to see high- 


quality keywords being used, it’s also important to use descriptive phrasing. 


As an example, we'll show you best and worst practice when it comes to 
keyword optimisation. Let’s say you are a maritime museum and you have 
an exhibition about the Titanic coming up... 


Don't do this... 


Our amazing exhibition is about the Titantic and will be open from 

26 April 2020 - 8 September 2020. There will be many objects from the 
Titantic alongside other maritime objects from our collection. We will 
have stories, dressing up, a water station and a pop-up ship for kids 
to play in. Buy your tickets now. 


Do this instead! 


Dive deep under the Atlantic ocean to explore the ruins of the Titanic in 
our new exhibition opening to the public on 26 April 2020. Never before- 
seen maritime objects from our archive will also be on display alongside 
objects from the Titanic itself. Explore the tragic story of this famed ship 
through interactive exhibitions, storytelling and historical immersion. The 
exhibition ends on 8 September 2020 so get your tickets for this historical 
sea adventure now. 
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In the first example, we can see the bolded keywords throughout the blurb 
and can note that although they stand out, they are not very descriptive, 
especially when looked at strung together. However, in the second 
example, we've used much more descriptive language and have created 
dynamic phrasing that better describes the exhibition and ultimately will 
be better for SEO. It's important to create descriptive phrasing like this 

to have your website/page pop up in more google searches. The more 
descriptive keywords that you can use (within reason), the more reason you 
will be giving to Googlebots to pull your page up for a search on the Titanic 
over another similar webpage. 


Doing keyword research is important because without it, you are shooting 
in the dark in terms of knowing which keywords are competitive and which 
ones your target audience will be searching for when they fire up the 
Google search engine. To begin the research, start by developing a list 

of topics that people could search up to associate with your brand. For a 
maritime museum in Kent, they might be the following... 

* Ocean museums 

¢ Days out in Kent 

¢ Kids activities Kent 

¢ Family museums 

¢ Maritime 


¢ Ship-building 


¢ Historic places Kent 
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Use those broad topics to drill down a bit and create defined terms that 
are associated with your brand that will likely pop up in a Google search. 


Now, go to Google and type in those phrases to see what other similar 
phrases are searched for relating to those terms. 





Family activities kent days out in kent 


family activities kent days out in kent 
family activities kentue! ky maritime museum days out in kent for toddlers 
family activities louisville kentucky maritime days out in kent free 

indoor family activities kent maritine museum greenwich days out in kent today 

family activities chatham kent maritime transport days out in kent by train 

family activities northern kentucky maritime meaning days out in kent tomorrow 
family outdoor activities kent maritime greenwich days out in kent for the elderly 
family activities ashford kent maritime properties days out in kent for babies 
fun family activities kent 


maritime radio days out in kent with dogs 


lays out in kent and sussex 


family activities near kentucky maritime and coastguard agency _ 


maritime uk 


Now that you are clearly able to see what people are searching for, and 


the keywords that you should be incorporating into your website language. 


Another way to find suggested keywords is to scroll to the bottom of any 
Google search and note what the related searches are. These are terms 
that people who are interested in your organisation might be searching for 
as well. This section is a valuable source of inspiration for keywords to be 
included on your website. 


Searches related to days out in kent 


days out in kent when raining family events kent 


vouchers for days out in kent kent attractions map 
family days out in essex and kent days out near tonbridge 


things to do with a toddler in kent days out near bromley 
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Website construction and organisation - Just as putting together IKEA 
furniture is much easier with a manual (although still laborious yet oddly 
satisfying), crawling a new site is much easier with a sitemap. Now, we 
introduced the concept of a sitemap earlier, but we spoke about it as 
more of a visual roadmap. A sitemap is also extremely functional and can 
act as an instruction manual showing Google how to read your website. A 
file sitemap is a map that provides information about the pages, videos, 
photos and files on your website and the relationship that they have to 
one another. The hierarchy reflected in your sitemap will indicate to Google 
which pages and files you think are most important. 


Cleanliness and optimisation - If your website is riddled with dead ends 
and 404 warnings, then you are not going to get a good SEO ranking. Your 
website needs to be easy to read with a clear roadmap as we spoke about 
above, but it should also WORK properly. Double check all of your links to 
make sure that there are no errors hiding in plain sight. 


Strengthening your brand - When your website pops up as one of the 
top museums is a certain area on google, that’s because your website 

is popular, people visit it, and it has great SEO. This helps cast your 
organisation as a leader in your industry and contributes to your brand 
giving it value and credibility. Improved SEO is great because it means 
that your ranking will be higher and more people will see your website, but 
that in turn can mean that increased amounts of visibility at the top will 
encourage people to start associating your brand as a top competitor. 


Spreading your wings - Having better SEO and a higher ranking on 
Google will in turn allow more people to come across your website and 
engage with it. One of the most beneficial aspects of digital marketing is 
it's nonconformity to traditional geographical boundaries. With powerful 
search engines like Google, web users from around the world can come 
across your organisation by typing in a few keywords. It's incredibly 
valuable to have good SEO if you want room for your organisation and 
brand to grow internationally and expand without the limitation of 
geographical borders. 
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Better user experience - Better SEO equals a better user experience. 

It's really that simple. Google has cleverly learned the various aspects 

of a user-friendly website experience and uses that criteria to judge and 
rank websites. If the purpose of having a website is for digital visitors to 
get to know more about your brand and offerings and easily find the 
information that they need to further engage with your organisation. 
Then shouldn't the ultimate goal be to give end-users that simple and 
effective experience? 


Now that we know why SEO is important and what having good SEO 
can do for your brand, we'll delve into different techniques that you can 
use to improve your SEO. 


Methods of Improving SEO 


E-A-T well - We all enjoy a good meal, who doesn't? However, we aren't 
talking about food in this instance. We are referring to Google's Search 
Quality Rater Guidelines and the importance that they place on websites 
that are "expert", “authoritative” and “trustworthy”. These are the guiding 
principles for creating a website that is considered good and healthy in the 
eyes of the authority of website search engines. Websites that don't meet 


the EAT criteria aren't considered as highly valued and effective to Google. 


Link building - Inbound links, backlinks and external links are three 
separate terms which mean the same thing. An HTML hyperlink that directs 
users from one website to another. Think of the internet as a spiderweb 
(there is a reason why it's called “the web") with its many connections and 
tendrils. Good websites link to other good websites and poor websites link 
to other poor websites. When you have trusted websites link back to your 
website, this increases association with trusted brands, encouraging faith 
in your brand. Links could be considered a currency of the internet. If three 
different websites are referring to your museum as THE authority on X (i.e. 
your speciality), then chances are, people will believe it and place their 
trust in your organisation. 
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But how does one go about getting other organisations to write about your 
brand and link back to your website? 


¢ Editorial links - A journalist or blogger has been SO taken with your 


organisation that they've chosen to write an article and link back to 
your website. This is one of the best sources of organic link building. 
The authenticity that comes with an article like this also means a lot to 
audiences and helps them to build up trust in your brand. 


¢ Guest blogging - Inviting a guest to produce a blog post for your 


organisation is a good way to bring outside perspectives into your 
communications and for your audience to hear about your organisation 
from someone other than, well..you! The links generated through articles 
like these will not be as highly ranked as if they came from a completely 
different website (as in editorial links above), although they will still be 
valuable as the keywords and phrasing used will be descriptive and 
genuine. Here are some ideas for guest blogging.... 

Volunteers 

Frequent visitors 

Partner organisations 

Kid takeovers (Check out “Takeover Day” from Kids in Museums) 


Resident artists 


Art/History specialists 
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¢ Directories - Make sure that your organisation is present on the reliable 
directories for your sector/local area. It's okay to be a bit picky and 
choosy about WHICH directory website your information is present on. If 
your website is present on websites that have bad links and aren't high- 
quality, then your SEO ranking will be negatively impacted. However, if the 
directories that you are associated with are high-quality with functioning 
links and helpful information, then your SEO ranking will be positively 
impacted and the information will be more readily accepted and trusted 
by end-users. 


There are some link practices that you want to avoid like the plague. 
Buying links or doing reciprocal link exchanges are a risky business and 
you could end up being penalised by Google for such behaviour. Resist the 
temptation to take shortcuts like these. We also highly discourage adding 
links through comment and forum spamming as this is extremely bad 
practice and will hurt your organisation in the long run. The owners of the 
website that the links are being added to will likely report you to Google 
and then you'll definitely find yourself in hot water. 


Google is the shizzle and here are two additional great services that 
will help you in identifying crucial keywords for your brand, as well 

as monitoring the success of your website and developing a better 
understanding of how to navigate the waters of the SEO web. 


Google Search Console 


Yet another amazing service from Google. This free service helps you 
monitor, maintain and troubleshoot how your site performs within the 
Google search results. This service helps you understand how Google sees 
your site. By using this service, you'll be better equipped to make informed 
decisions about the appearance of your website's search results. 
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Google Trends 


Know what your audience is talking about. Google offers an amazing 
service called Google Trends which compiles Google user's data and 
illustrates search engine trends. By engaging with the trends that people 
are searching for the most, you can increase the number of visitors to your 
site and increase your SEO. 


The data that Google offers can be broken down geographically, topically 
and chronologically. This allows service users to pull very specified data 
sets that are relevant to previously identified audiences (see chapter 1, 
Audience Strategy). 


Wrapping It Up 


To recap, SEO or search engine optimisation is very important for your 
brand to become digitally trusted and accredited amongst other similar 
organisations in your field. So many people go to the internet to research 
a visit or develop an understanding of an organisation. The further you 
can spread your virtual reach, the better. Highlight the fact that your 
organisation is valuable and accredited with a high-quality website that 
has dynamic keywords and links to other trusted organisations. Use the 
tools that Google provides to learn more about what your audience is 
searching for and which kinds of words you should be targeting. 


If you're feeling a bit overwhelmed or confused, that's okay but it is 
important to dedicate some time and thought into improving your SEO 
as ultimately it will increase website visitors and increase your search- 
engine ranking. 
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How to Win at E-commerce and Online Donations 


Sure, having a snazzy website is great for brand awareness, impressing 
users, making information about visiting and programmes easy to find, but 
let's get real... Websites can also make you money which is essential for 
many organisations in the arts and culture sector. Museums are notoriously 
not very good at soliciting donations online and promoting online shops. 
Galleries are often littered with clear boxes asking visitors to give their 
extra change, but when it comes to actually making that asking for funding 
online or promoting their available products, museums and heritage sites 
could take a leaf from other sectors like arts and health non-profits and the 
performing arts for funding/e-commerce raising tips. 


We will discuss ‘how to win at e-commerce and online donations’. In this 
sense, we are talking about e-commerce as the practice of selling items 
online through a website, and online donations as driving site visitors 

to give charitable donations to your organisation. Both methods are 
common, popular, easy to set up and maintain. There is definitely a best 
practice when it comes to dealing with people and money online, and we 
will lay out all that framework so you can not only succeed at negotiating 
e-commerce and online donations, but so you can WIN! 


To begin, we will start with online donations. 
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Ask yourself these questions: 


1. Is your organisation a registered and eligible charity? 


2. Does your organisation accept individual donations? Is this something 
you would like to further promote and continue? 


3. Do you have a person in your organisation who is tasked with managing 
donors (recording, following up, thanking them). 


Well, hopefully you answered yes to most of these questions. All of 

the elements and questions above need to be considered within your 
organisation before making the leap to accepting donations online. Once 
your team is on the same page and ready to start on this journey, go 
through all of the points we'll present below to make sure that your online 
donations are targeted, clean, user-friendly and most of all, productive! 


1. Keep it clean 


User-friendly and visually appealing is the key here. Just as no one wants 
to enter a cluttered store to search for an item, no one will be willing to give 
you their hard-earned money unless the method for them doing so is clean, 
easy to identify and even easier to use. 


Text needs to be powerful and to the point. Use call-to-action (CTA) 
phrases but gear it towards specifically driving people to donate. Donators 
must feel a sense of need, of urgency, compassion and empathy. Knowing 
that their money is going to someone or something that truly needs it 

is imperative. Whether that be supporting programmes for vulnerable 
children or helping a museum to purchase a new collection object, the 
value must power the drive for the donor to take action. 
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Short and sweet, succinct and to the point. Here are some phrases 
you can incorporate: 


heartstrings wallet sing 
Give back... Immediately... 
Click here... Instantly... 
Donate (now)... Small... 

Help out... Today... 

Support (us, now)... Quick... 
Impactful... 100%... 
Significant... Easy... 


Join (us, now)... Hassle-free... 


Recurring/one-off... 


You (you can, your impact, etc)... 


Because... 


The aesthetics of your donation page and how it is presented and 
navigable within your website is just as important as the language; they 

go hand in hand. Just as text can motivate and empower site visitors, they 
will be guided by their passion and your streamlined website design to walk 
them through the process and incentivise them to increase donations. From 
the moment your visitors arrive at your webpage, it should be evident to 
them that donating online is possible and that they could have a direct 
click-through if they wished to do-so. 
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Website pop-ups are a great way to immediately let donors know that 
they need your help! Make sure this is on-brand and easy to either engage 
with or navigate away from as you don't want donors to feel too pressured 
the moment they land on your homepage. 


The homepage example below is from Astral Artists, a classical music 
non-profit organisation in the United States. From first glance, the option 
to donate or “support” as they've worded it, is clearly evident and catches 
the eye immediately. 


Q y f - announcements | contac 
A. ASTRAL Ga6 
Artists —— 


ASTRAL IN CONCERT 
2019/2020 SEASON 


TICKETS & SUBSCRIPTIONS ON SALE NOW 
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Once they've arrived at the donation page on your website, it’s important 
to make sure that any imagery is mission focused and on-brand. The image 
below is from Southbank Sinfonia, another classical music organisation 

but based in London. They use compelling imagery of children and people 
playing classical instruments to connect to their mission and give donors a 
visual of what their money will be funding. 


HOW MUCH WOULD YOU LIKE TO DONATE? 


DONATE £100 


This image also illustrates another compelling method of increasing online 
donations.... 


Potential donors appreciate quick and easy ways to donate and offering 
pre-selected donation levels is often one less click for them. If you 

are going down this route, select a range of price-points to increase 
accessibility, but we advise against offering more than 3-5 options. 
Think about your audience and their income levels. Compare this with 
previous donation frequencies and amounts to help establish your rates. 
It's important to always add an option for users to determine their own 
donation amount when also offering pre-selected levels. 
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In the example below from Wac Arts in North London, they use visual and 
text elements to demonstrate to donors how much support their donation 
will ensure. They can see the true monetary value of the programming and 
feel that they are truly helping to improve the life of a young person. 


WHO WE ARE WHAT WE DO SUPPORT US WHAT'S NEW GET IN TOUCH 





Make a One-Off Donation 


Wac Arts celebrates inclusivity and diversity, working to engage all young people in the performing arts no matter their background or circumstance. 
Through your donation, you can help emerging artists like Sola experience the arts, equipping them to make positive choices for themselves and find 
routes into employment. All donations, regardless of size, go directly to providing performing arts and media classes for those who need it most. 


Supporting Cast. 





Please support our work 


< £60 support 4 young people aged 4-14 at Junior Wac Arts > 


How do your donations help? 


¥ £60 pays for 4 young people aged 4-14 to attend a Junior Wac Arts session, providing first steps into the performing arts 
¥ £120 enables a young person to participate in a week of Holiday Projects at Wac Arts 


¥ £240 funds an entire Wac Arts Nite for young people aged 11-25, offering a series of innovative arts and media activities in an exciting evening club 
environment 


¥ £480 means that a young person aged 14-25 can attend sessions at Senior Wac Arts for an entire year, experiencing the arts with an eye to 
employment in the creative industries 


For more information on donating, contact us at 020 7692 5806 or email Philanthropy@WacArts.co.uk 





2. Support with email and social Media 


You can have the brightest and shiniest donation page in the sector, 

but with no traffic being driven to it, it will be collecting cobwebs and 

not living up to it’s true potential. If you are helping development to 
organise a campaign, then map out when the funding initially begins 

and when the deadline falls. Then, carve out a few dates to send targeted 
emails encouraging your audience to donate by telling a story through 
visuals as well as text that illustrates the need for their support. Make 
sure your emails are compelling otherwise they risk coming off as whiny 

or insincere. They need to have photos of the children in your programmes 
that will benefit from funds, or perhaps plans/progress photos of a major 
renovation project that needs a monetary boot. Keep your audience 
updated and use those emails as chances to check in with them and 
remind them of your ongoing need for their support. 


BEWARE of donor exhaustion!!! 


We've seen far too many organisations become overzealous with 

making donor requests and it results in the donors feeling undervalued 
and overall bothered by the multiple asks. There is a fine line between 
being consistent and pushy. It’s not advisable to send fundraising emails 
more than every fortnight and definitely no more than 2-3 for an average 
campaign (2-3 months). 


With that being said, putting a “donate now” button at the bottom of 
every regular email and newsletter is perfectly acceptable. It’s important 
to remember however that the big-ask emails need to be sparing whilst 
the regular small-touch reminders are present in all digital marketing 
communications. 
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3. Say please and thank You 

Don't let donors fall off your radar after they've contributed to your 
organisation. Be sure to follow up with them with a thank you email or 
letter in which you detail how their donation specifically helped your 
organisation. 

That's the most popular and first step to say thank you to donors. However, 
some organisations do get really creative with it. We'd like to challenge 
your organisation to come up with some mission-based and memorable 
ways to thank donors and make them feel valued. 

Here are some of our favourite examples: 

1. A hand-written note (oldie but goodie) 

2. A private tour or event 

3. Asocial media shoutout (check for permission first) 

4. A thank-you video 

5. An appreciation party 


6. A personalised phone call 


7. Acknowledge donor anniversary or birthday 
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4. Be seasonal and cyclical 


Many fundraising campaigns are run twice annually, once in the spring 
and again in the autumn. This however is not the case for all non-profits 
and fundraising organisations. Perhaps you fundraise to support a certain 
annual festival or programme. Perhaps you align your fundraising events 
with the end of your financial year. Any way you slice it, it's important for 
your audience to become accustomed with when you will be making that 
ask and how they can best support your organisation. 


Giving Tuesday is an internationally recognised day for making charitable 
donations. It began in the United States in 2012 to encourage charitable 
donations just after the holiday of American Thanksgiving. It is always 
celebrated on the Tuesday that falls just after Thanksgiving and has grown 
to international significance. 


There are options to participate as an individual, a business and a charity. 
If you become a partner, you will receive Giving Tuesday logos as well as 
inspiration for your own campaigns. Joining up with a world-wide initiative 
like this can help to attract new donors, spread brand awareness and have 
a platform through which you can speak about the amazing things your 
organisation is doing. 


When participating in a campaign like #GivingTuesday, or thinking through 
your own fundraising campaigns, it's best to look at a calendar and give 
yourself ample time to run a robust campaign that fully engages current 
and new donors. Utilise special banners, graphics and text to let your 
audience know that NOW is the time to donate and that your organisation 
needs their support. 


© MuseumNext® 


AmazonSmile is a great programme to take advantage of if your 
organisation is a qualifying charity. This website associated with Amazon 
allows customers to choose a charity that they would like to receive 0.5% 
of the net profits of their purchase. If your organisation qualifies (you 
must be an official representative of a charity registered with the charity 
commission of either England and Wales, Scotland or Northern Ireland), 
then definitely take advantage of this way to increase brand awareness 
and raise worthwhile funds. 


Time for part two - e-commerce. 


Ask yourself the questions below to find out if you are ready to dive into the 
world of e-commerce: 


1. Does your organisation currently have a gift shop or sell merchandise 
on-site? 


2. Do you have a person in your organisation who will be tasked with 
managing orders and processing shipping? 


3. Are you intending to relate your products to your collection/mission? 


4. Do you think your audience is interested in buying products from your 
organisation? 


E-commerce has the ability to do very well, or very poorly. It's all about 
supply and demand as well as how thoughtfully the items are curated 
and presented to your target audience. These questions need to be 
asked.... Are these things that people want to buy? Is there a definite 
need for them? Am | selling items that people can't get anywhere else? 
Establishing a demand is integral to then thinking through the supply. 
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A good way to test the waters is to start to sell on a small scale at your 
organisation's physical location, or assess the most popular items if you are 
already undertaking this practice. Give out a few freebie items at events 
as prizes or incentives. Assess the public's reaction to your proposed wares 
and then make tweaks as necessary. 


Once you've established that yes, you want to go to the next level and sell 
items online, you need to explore whether or not your existing website has 
e-commerce capabilities and if not, consider using an e-commerce site like 
Shopify as an online shop extension of your brand 


Shopify is a major player in the e-commerce game and they offer lots of 
customisable options to choose from that will fit any size organisation. Their 
plans start at USD $29/mo and offer various different ways to integrate 
e-commerce into your existing business: 


1. Online store 
2. Point of sale (in person, pop-ups etc...) 
3. Buy button (can be added existing site) 


4. Sales channels (use for social media campaigns and various 
marketplaces) 


Before saying yes to a powerful platform like this. Take a good look at your 
organisation's business and digital marketing strategies. If e-commerce is 
a priority and you have the inventory, or have plans to develop extensive 
inventory, then go for it! However, if you are just dipping your toes in the 
e-commerce world, then do more research and sales trials before investing 
in a platform like this. 


© MuseumNext® 





S shopify Starty Selly Markety Manage v 


Y=) | [ioe 
everywhere 


One platform that lets you sell wherever 
your customers are—online, in-person, 
and everywhere in-between. 


Online store Point of sale 
Sell online with an Sell in-person at retail 
ecommerce website iolor-\ dle) alm ole) onn0] oe: ale minle)i-1 


Vv Vv 


Buy Button Sales channels 


Add ecommerce to any 1-1] Mele M-vevelt-] Munt-te lt: Mme) ali(al-) 
website or blog marketplaces, and more 


Vv Vv 


Once you've gotten the nitty gritty technical details of e-commerce down, 
it's good to think about the variety of items and objects that you'll be 
selling and how they can be presented in a way that's motivating and 
enticing the customers. 


If it's within your budget, consider working with a graphic designer or 
illustrator to create compelling designs that your customers will ONLY be 
able to get from your brand. Make sure to work out a fair agreement with 
the original designer to make sure that they are paid appropriately but 
then that you maintain all of the design rights. If your organisation works 
with artists, this could be a great chance to work with them towards 

a mutually beneficial goal. In every instance possible, try to utilise the 
creativity within your organisation and always make sure that the products 
and design relate back to your organisational mission and values. 
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PROFIT is incredibly important... well duh?! That's kind of a no-brainer, 
but it's something that many organisations who dive into the world of 
e-commerce overlook in favour of keeping up with competitors and filling 
their shop with perceived “must-haves". If you are investing time, energy 
and money into branding items and having them available in your online 
shop, then choose profitable items. 


Think about your current audience's buying habits. Be realistic about 
whether or not they are likely to buy a branded sweatshirt or if they would 
rather buy an artisanal soap from a local artist. What are they most likely 
to be excited to see in your online shop and buy? 


If you do choose to go the route of branded items. Check out Printful, 

a website that can save you time and money by storing your logo and 
create made-to-order items as the demand arises. In other words, this 
will eliminate boxes filled with hoodies and t-shirts in the storage room as 
Printful will print to fill an existing customer order and then ship it right to 
them. This takes a lot of the guess-work out of pre-ordering stock and can 
be a very handy tool. 


Another way to maximise profits is to offer discounts/bundles on certain 
item combinations. Are you able to put together a “festive package", a 
“birthday package” or maybe an “art lovers package"? Taking little profit 
cuts can help you to move more inventory and will incentivise buyers to 
come back to your website when they are shopping for themselves or loved 
ones. They will remember that your organisation provided value for their 
money and will likely return to buy again in the future. 
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Wrapping It Up 


Websites and social media are great ways to further involve the digitally 
inclined in the charitable and commercial aspects of organisations. To 
capitalise off visitors’ presence on these platforms, it’s important to be clear 
and direct when asking for donations as well as interesting and enticing 
when it comes to promoting your e-commerce products. 


There isn't any one way to go about getting the most donations or selling 
an abundance of products. As with all aspects of digital marketing, there 
will be a lot of trial and error before you can find something that works for 
your organisation. 


Planning for a ‘Re-development’ 


At its core, a re-development is the process of taking something and 
designing it again for the second, third, fourth time... You get the gist. 

It's a process of re-thinking and re-imagining, making something more 
relevant, current and contemporary. In this chapter, we will be talking 
about a website redevelopment, re-thinking your website to make it more 
streamlined, user-friendly and reflective of your organisation's culture and 
values. Whether you are undertaking a website redevelopment yourself 
(and hats off to you if so!) or working with an external web developer, this 
chapter will contain lots of useful tips and tricks of the trade. 


During the process of a website redevelopment, it's important to keep your 
eye on the prize. What we mean by that, is that you absolutely must keep 
in mind who the website is for. Every decision that is being made must be 
guided by the potential user. As organisations it can sometimes be hard 
for us to get over our pride and keep in mind that if a website is beautiful 
but not user-friendly, then it's not really successful. End-users need to 

be able to navigate your website with ease so make sure that this is your 
top priority! 
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We will speak at-length on making your website user-friendly in this 
chapter, but it's important to introduce that concept at the beginning as 
we are laying the redevelopment foundation. 


So what goes into a redevelopment? We have six steps to success to 
share with you... 


1. Website strategy 

2. User-testing 

3. Design 

4. Build 

5. Soft-launch 

6. Maintenance and improvement 

If you follow these seven steps you can be sure that your redevelopment 


will be on the right track and will result in a website that is not only more 
user-friendly, but better-orientated to your business and organisational goals. 
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Website Strategy 


First, it’s time to take a good hard look at your website and decide what's 
working and what's not... How is the current site performing? Which pages 
need a refresh? Start off by looking at the site as a whole, examining the 
homepage, and then clicking through each of the primary navigation links 
and then secondary. Is there any redundant information? Is it clear how to 
get from one page to the next? Complete this visual analysis first before 
diving into the data. 


Second, head over to Google Analytics to see how your site is performing. 
Which pages have you been driving traffic to? Which pages have great 
dwell time and which are performing really poorly? 


Some useful metrics to consider when looking at what isn't working on 
your site are the following: 


Bounce rate - This is an indicator of how people are engaging with your 
page once they've landed on it. A high bounce rate indicates that users 
are either navigating away or not engaging with your page once they've 
landed on it. A high bounce rate on a page that is expected to generate 
visitor engagement is a sure sign that something isn't working and needs to 
be further looked into. 


Exit rate - This metric indicates how quickly users are leaving a certain 
page once they've landed on it. Keep in mind that landing pages are THE 
pages that lead to other more in-depth pages that may have a high exit 
rate. However, if a page that you would expect high dwell time from also 
has a high exit rate, then put it on the list of pages to further investigate. 


The Complete Guide to Digital Marketing for Museums 103 





Conversion rate - This metric is an indicator of how many people, who visit 
your site, are making purchases or signing up for programmes, newsletters 
etc.. If your aim is to guide users from point A (interested visitor) to point B 
(new museum member), then take this metric highly into consideration. The 
conversion rate will be a big indicator of success. If certain pages that you 
would expect to have a high conversion rate are suffering, then add them 
to the list to receive some much-needed TLC. 
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Site speed - Patience is a virtue, but in the digital world, it's a luxury that 
can't be afforded. If your website loads too slowly, you are going to lose 
people's interest, plain and simple. Look at the speed of your website and 
how quickly pages are loading to determine which pages need some 
improvement. Bulky images can often be the source of slow speeds. Be 
sure to target the pages that need some work and then give them a 
comprehensive look during the redevelopment stage. 
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Engagement - Is your website attractive? Are visitors soending time 
engaging with the pages, filling out the forms or utilising your resources? 


This metric measures ‘dwell time’, or the average amount of time that users 


are spending on a page. For click-through and landing pages this amount 
of time will be quite small. However, pages that are meaty with resources 
should have a high engagement rating. 


User-testing 


Now that you've done some initial research with the help of web analytics, 
it's time to do some more testing with the actual users. User-testing is a 
beautiful thing. It allows companies to understand the navigability of their 
website using the experience of actual people in real-time. We advise 
doing user-testing early and often as to not waste your time/money by 
getting too deep into the redevelopment process and then realising that 
something you spent loads of time on just isn’t working. 


User-testing is something that is done BEFORE redevelopment as well as 
AFTER. There is a benefit in using the same people to test your website 
before and after as it gives a consistency to the data and helps to 
establish a real baseline for progress. 
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There are lots of variants involved with user-testing. We recommend taking 
these steps before grabbing just anyone and sitting them down in front of a 
computer to engage with your website... 


- ls the test taking place in-person or remotely? It’s advantageous to be 
in the room with the user while they are engaging with your website. This 
can allow you to pick up on frustrations that the user might not express 
verbally, but you can see visibly as they navigate through the site. 


¢ Construct a designated path that you would like the user to follow. Direct 
them to find a particular resource, buy tickets and/or navigate to the 
contact page. Observe them as they click through the website to see 
where stumbling blocks or frustrations might lie. 


- Collect demographic information on your participant and/or choose 
participants based on their demographic information. You want to make 
sure that your user fits into your target audience as they will ultimately be 
the ones that the website is being designed for. 


¢ Encourage the user to speak out loud and give feedback whilst 
performing the user-test. If you are doing the session remotely, make sure 
that you are on a call with the user so that they can feedback to you in 
real time. Asking a user to do testing and then also sit down and record 
notes is a lot to ask. Make it easy for your participants to give you the 
best, most accurate information possible. 


* Record the session. Even if you are in the room as the user is performing 
the test, it's beneficial to record the session so that you can go back to 
refer to certain moments. 





Design 


Armed with information about which pages need some TLC and how 

your website could be improved overall, it’s time to delve into the design 
stage. Remember how we spoke at length about brand consistency in the 
first week of the course? Well, now is the time to dust off those cobwebs 
and make your website super consistent with the rest of your branding. 
Your website should incorporate your brand colours, fonts, mission etc... 
Many organisations choose to do a website redevelopment as part of a 
rebranding process. This can be a very exciting time to debut a new look 
for your organisation. Make sure that you are being consistent and getting 
it right. You wouldn't want someone to mistake your beautiful new website 
as belonging to a different brand! 
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Now that we've droned on about the importance of branding again, let's 
turn our focus towards the design and layout of your website. Earlier when 
we discussed 5 methods to improve your website, we talked about a 
sitemap. In case you forgot, a sitemap is a visual map of how your website 
is navigated... essentially boiling down the journey of the user into a single 
visual. 


Complete a sitemap of your old website as well as your newly envisioned 
one. Then put the two side by side and make sure that all of the content 
you want to share with your audiences is still available, just the pathways 
to get there are much more clear. Design this new sitemap using input from 
the initial user-testing that you will have performed. 


A great way to do this is to use card sorting. This is something that can be 
done with users as a part of user-testing, or with your team to decide how 
content will be laid out in an easily-digestible visual way. 


You can either do an open card sort, or a closed card sort. The difference 

is that with an open sort, there are no rules as to how the content can 

be laid out. Either you and your team, or the user who is undertaking the 
testing can make suggestions as to how they think the content should 

be laid out (this includes dropdowns, click-throughs etc.). A closed card 
sort is separated into categories that are typically informed by primary 
navigation buttons. For example, you and your team know that you need to 
have the following categories: about us, programmes, events and donate. 
You would then use a closed card sort to determine how all of the other 
pages of the website fall under those four main categories. 


The second step in the design of your website is establishing a wireframe 
for each page. A wireframe is the most basic form of a website with content 
laid out in a very clean and visual way to guide developers as to the 
importance of certain content and where it should go. 
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You don't need a fancy-schmansy graphic like the one we have here for 
every page. Even a piece of paper with a visual map drawn on it will be 
super helpful to a web developer if you are working with one or to your 
team if you are tackling this redevelopment in-house. 


Having a sitemap allows feedback from team members and stakeholders 
at an early stage in the redevelopment rather than making changes once 
the full design has been implemented which is not only a waste of time, 
but of money as well. 


Build 


Once the layout of the site, content and design elements have been 
agreed upon by all team members and signed off by management, 
it's time for the build to commence! 


Make sure that as you undergo the process of creating the website, and/or 
handing off the beautifully organised and presented package to a web 


developer, that you are using proper SEO practice to ensure that your new 


site will be running smoothly and efficiently. Meta descriptions, image alt 


tags and proper page titles are all elements that should be taken seriously. 


Allocate the time to build the site up properly and do things the right way 
initially so there isn't even more work for you to do once the build is done. 


The main framework of the website is built first, then text and images are 
added. If you are re-developing a website on your own, then you'll have 
lots of control of when and where content is added. However, if you are 


working with an external developer, then it's imperative to present to them 
a package of all images and text when it's time for the build that is neatly 


organised and mapped out. 


We'll give our top tips below on making your developer's life 1000x easier: 


- Use file-sharing software (Google Drive, Dropbox etc...) This way, you're 
not sending over a giant WeTransfer file or even worse, multiple emails 
with copy and images. Using a platform that allows for file sharing makes 
segmenting and organising information much easier. Create different 
folders according to sections of your website and have everything 
labelled accordingly. 


¢ Include a wireframe for each page. If you want your pages to look a 
certain way and for the focus to be on particular elements, make sure 
that you communicate that to your developer by using a wireframe. 


¢ Write out copy for each page in a document and clearly indicate 
how phrases should be formatted. Make sure to indicate your header, 
subheader, body copy and footer information. 


¢ Label images properly and make sure that they are optimised for the web. 
It's better to send over images that are too high-resolution rather than 
too low-resolution. It’s easy to make images smaller but impossible to 
make them bigger. 
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Soft Launch 


Once your website is built, you will inevitably be so excited that you will 
want to immediately tell the world and show it off. However, this is 100% the 
wrong move because there are ALWAYS glitches and bugs with website 
redevelopment. Instead of doing a hard-launch and making a major deal 
out of your brand-new website right away, do a quiet, soft launch just 
amongst your team. Encourage everyone to explore the website and point 
out anything that isn’t super clear, doesn't make sense or perhaps isn't 
working properly. 


This is also a great time to bring in the users that you used for user-testing. 
Do another user-testing session with them either remotely or in-person and 
gage their reaction to the new website. It’s important to remember that 
their input is not the ultimate deciding factor in how your website should 
be structured, but it’s certainly valuable as a perspective outside of your 
organisation. 


Let your website be secretly up and running for a few weeks whilst bugs 
are being spotted and exterminated. Once you feel confident that you 
have the high-quality website of your dreams, then DEFINITELY run a 
campaign and begin driving traffic to the website that you've so expertly 
re-developed. 
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Maintenance and Improvement 


Now that your website is built and live, the journey is simply not over. Good 
websites are consistent, updated, relevant, smooth and user-friendly. You 
can ensure your site continues to be all of those things if you update your 
website on a regular basis, refresh content and optimise your SEO. 


It's frustrating to see so many organisations creating brand new websites 
that then don't get the love and attention they deserve after the spotlight 
has moved onto something else. Make sure that all of your hard work 
doesn't go to waste and that you are monitoring analytics and consistently 
looking for ways to improve your website and keep it relevant to your target 
audiences! 


Web Analytics 101 


Perhaps the most intimidating digital marketing term known to man, ‘web 
analytics’. It isn't as scary as it seems, we promise. There is a tendency for 
the digital world to use complicated jargon when it comes to analytics. 

To ease the techy transition, we're including a glossary of commonly used 
web analytics terms and then we'll spend the rest of the chapter explaining 
how they fit into the bigger picture. Sound good? Right - let's start with the 
most important one... 
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Web analytics - A means of collecting and analysing activity on your website. 


That's the bare-bones definition. To break it down a bit further, web 
analytics allows organisations to see how long users spend on their 
website, where visitors are being redirected from, which pages they spend 
their time on and other super-insightful metrics. All of the complicated 
data and segmentations are boiled down into super-helpful reporting. 
Accumulating all of this data can prove useful in determining what is 
currently working on your site and what needs some help. Take “dwell- 
time” for example. If visitors are only soending 1-2 minutes on your site and 
then leaving, then there is room for improvement in terms of making your 
website more “sticky” which we talked about earlier (Chapter 3 '5 methods 
to improve your website’). 


There are lots of things that web analytics can tell you about your website 
including, but not limited to the following basic metrics: 


1. Overall traffic 

2. Bounce rate 

3. Traffic sources 

4. Desktop v mobile visits 

5. New and returning visitors 

There are lots of other things that you can learn about including In this 
chapter, we will go over the most important metrics, how you can measure 


those, and then use that information to improve the functionality and 
navigability of your website. 
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Google analytics is the holy grail of web analytics. There are other web 
analytic websites out there, but with Google being such a top dog in the 
tech game, gravitating towards using their analytics service is a natural 
first step. Google's software and metrics are the most comprehensive and 
free (until a certain point), but even after that, the premium package offers 
even more in-depth metrics and audience insights. 


The only reason we can think of, is that someone WOULDN'T use Google if 
they are against a global conglomerate viewing and managing the data 
for millions of companies all over the world. Fair. However, the price-point 
of the basic Google Analytics services is hard to look past. If you have a 
large organisation and REALLY want to hone in on who your customers are 
and what they are doing and you feel that you need capabilities beyond 
Google Analytics, then might we suggest the following alternative web 
analytics options below: 


- Adobe Analytics 

- IBM SPSS Statistics 
* Mouseflow 

- Statcounter 

* GoSquared 

* Matomo 

- ZAP 


- Chartbeat 
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These options are NOT cheap, especially Adobe Analytics as that has 
extremely powerful software, and comes with a BIG price tag (prices vary, 
but it can cost anywhere from $30,000-$100,000 USD per month!). 


With all of that being said, we are going to walk you through the basics 
of Google Analytics in this chapter. If you decide to go with another 
web analytics competitor, we recommend you take a look at their online 
tutorials and how-to pages. :) 


Google Analytics Glossary 


One of the reasons why Google Analytics can seem so insurmountable to 
people is because of the language that is used. However, we are going to 
include a very helpful glossary of terms right here at the start. Feel free to 
refer back to this as the course goes on and as you embark upon your own 
Google Analytics journey! 


Visits - When a user visits your page. Their activity is logged during the 
duration of their visit and stops tracking after 30 minutes of inactivity. 


New and returning visits - These metrics are broken down into users that 
are visiting your webpage for the first time versus those who have been 
before and are returning. 


Visitors - Google Analytics name for the user that is visiting your webpage. 


Bounce - The term for a visitor leaving after viewing one website page. 
Bounce Rate (BR) - The percent of sessions within a single page visit. A 


high bounce rate indicates that visitors are not staying within your website 
and are not navigating from one page to the next. 
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Page views - When a page of your website is viewed. Google counts up 
the number of page views and then presents that as a metric. Google 
Analytics breaks this term down further into two categories: ‘page views’ 
and ‘unique page views’. For example, someone might visit your site and 
land on the same page several times, therefore skewing the page view 
metric. 


‘Unique page views’ - only offers information on the number of visitors to 
a page, not the number of views which makes that data all the more clear 
and measurable. 


Pages per visit - This term is used to total up how many pages a visitor 
has viewed or landed upon within a single visit. This metric could be 
looked at positively as viewers are spending a lot of time on your website, 
or negatively as perhaps they are spending so much time there because 
navigation isn't straightforward... 


Dashboard - This is a term that you're probably familiar with as it's used 
with almost all digital platforms. The dashboard is the primary interface 
that you see and interact with upon first opening up Google Analytics. 


The Complete Guide to Digital Marketing for Museums 111 





Traffic sources - The term donates which channels are bringing visitors to 
your website. Visitors using your website are called ‘traffic’, so naturally 


traffic sources would be the vehicles (pun intended) that are carting these 
visitors to your site. Traffic sources are broken down into several categories. 


> Organic - Just what it sounds like. Visitors that go directly to your website. 
> Referral - Visitors are directed to your site by a link on another website. 


> CPC - This acronym stands for “cost per click” and it denotes paid 
advertising. 


Content - This term refers to the pages on your website. In the marketing 
world, this term is used a lot and can mean lots of different things. 
However, in this regard, it specifically refers to the pages on the site and 
breaks it down into “top content" etc... 


Goals - Again, there are no tricks here with this term meaning to set 
targets for yourself. There are many goals that you can set within the 
Google Analytics world that will give you a measured way to chart your 
success and improve your statistics. 


Conversion - The act of someone clicking through an Ad and being taken 
to a destination on your website, Eventbrite link or Facebook page etc... 
You have “converted” the user into someone who is now engaging with 
your brand. Tracking conversion is a beautiful thing. 


Now that you're comfortable with the terms - let's put them to use! 
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al Analytics 


Start analyzing your site's traffic in 3 steps 


@® Sign up for Google 
Analytics 


©) Add tracking code ©) Learn about your 
audience 


You'll get a tracking code to 


All we need is some basic info paste onto your pages so In a few hours you'll be able to 
about what site you'd like to Google knows when your site is start seeing data about your 
monitor. visited. site. 






When you first create an account with Google Analytics, you will be asked 
to take the following three steps: 


1. Sign up for Google Analytics (duh) 

2. Add tracking code 

3. Learn about your audience (yay!) 

You'll then be prompted to create an account and choose whether 


you would like to use Google Analytics to measure the web, apps 
or apps AND web. 








The Complete Guide to Digital Marketing for Museums 112 





Organization This is also the stage where you can add goals. Google Analytics offers the 
capability to add goals under views which means that you can personalise 


them and have different goals for different views! A note of caution - be 


Property careful and thoughtful when setting up your properties and views because 


View 


Property 


View 





Once you fill out these steps, you'll go through one more page where 


you link up your website URL, select your industry, and make a few more sc anda 
account tweaks. Goons Sinks 
It's important to understand account structure within Google Analytics. Google Sto 
As usual, they have their own terminology that's important to understand. — 
To start, Google will ask you to name your organisation. Within your = 
organisation, you can have multiple accounts (for different websites) or . | 
just one account. Under accounts, you can then have multiple properties. | 

S cr 


You may want to consider different properties if you have different region 
variants of your website (.com or .co.uk), but keep in mind that this data 
cannot be viewed collectively in aggregate. 


You can then add filters on each individual view to select the information 
and data that you would like to collect. These filters are very handy for 
determining if you'd like to only see data from a certain geographical 
location, if you'd like to filter out internal sources etc... There are lots of filters 
and you should experiment with setting some to drive the sort of data that 
you are interested in working with. 
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Setting Up a Filter 
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you cannot change this information once data has been collected. 


This is one of the first tasks you'll have to complete when using Google 
analytics and it's imperative for collecting clean and useful data. 


We'll walk you through an example of how to set up a filter on a view and 
then we'll encourage you to think of your own to further refine your data. 


All Web Site Data 


{ >» Ff 
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First, click on “Admin” at the top on the primary navigation bar. Then go to 
"View" and select “All Web Site Data” from the droo-down menu. 


Then, you'll want to click on “Filters”. Next, you'll be presented with a page 
that gives you options for choosing a filter. There are predefined and 
custom filters. Custom filters give you the keys to the kingdom and get very 
specific results in terms of data that is relevant to your organisation. The 
predefined filters have pre-sets to help guide the user to filters that are 
popular and for a good reason - they help create valuable data. 


For our purposes here, we are going to choose a predefined filter to 
exclude all data from a specific IP address. If you are opting to collect data 
on how visitors use your data, then you won't want data from users within 
your organisation on your IP address to be muddying that data. Therefore, 
this is ad commonly used filter and a great example to start with. 


We've chosen to name the filter appropriately - “exclude internal traffic” 
and we've set the filter type to pre-defined. We then finished off the filter 
by opting to exclude all traffic from the IP address that is equal to the IP 
address of your organisation. Don't know how to find your IP address? Just 
Google, “What is my IP address” and you will find what you're looking for. :) 





Filter Information 
Filter Name 


Exclude internal traffic 


Filter Type 


Predefined Custom 


Exclude + traffic from the IP addresses + that areequalto + 


IP address 
12.345.678.90 
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Add Filter to View 
Choose method to apply filter to view 


Create new Filter 


@ Apply existing Filter 


Available filters Selected filters 
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« Remove 


Add » 











Now that you've done all of the hard work to create a custom filter, Google 
rewards you with the ability to apply that custom filter to other views within 
your organisation. 


We'll walk you through one other basic aspect of Google Analytics 
in this chapter... 





Google Reporting 


Direct yourself to the left side of the dashboard to “Reports” under 
which we have 5 different categories: 
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al Analytics 1 Master 


fe Home 


== §6Customization 


v 


REPORTS 


Wv 


© Realtime 


>» & Audience 


4 


2° Acquisition 


v 


FE’) =Behavior 


>» FM Conversions 
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Real-time - View how visitors are interacting with your website in real-time. 


Audience - Learn more about your audience; who they are, what their 
browsing habits are, how they engage with your content etc... 


Acquisition - Discover more about the source of your website traffic and 
how each source is interacting with your site. 


Behaviour - Learn more about how people navigate through your site - 
what they use it for and how long they stay. Bounce rates, page views and 
dwell time are measured with these reports. 


Conversions - These reports track how well you've driven visitors to perform 
a certain action. 


All of these reports serve very different functions. We recommend that you 
start with audience and behaviour reports. These two will allow you to find 
out more about your audience - where they live, their age etc... Then, the 
behaviour reporting tool will empower you to take that one step further 
and find out if YOUR site is working for THEM. 





Don't just view this valuable data as insightful and leave it at that. Use it 
to inform effective changes for your organisation. For example, if you were 
to use the audience reporting tool and set the specifications to mobile, 
and then overview, you would see the following type of report... 


Secondary dimension * SortType: Default »¥ | Q = advanced | @ =| | Se Gi 
Acquisition Behavior Conversions eCommerce *¥ 
Device Category 
: Pages / ; : 
Bounce Rate Sates Avg. Session Transactions 
Users New Users Sessions = Sees Revenue 


$119,863.: 


93,374 49,504 64,417 48.89% 6.22 00:02:31 1,037 
of Total ,of Total % of Total Avg for View Avg Tor Avg for View of Total of Total: 100.( 
100.00% (53,374) 100.00% (49,504) 100.00% (64,417) 48.89% vie 00:02:31 100.00% (1,037) ($119,863 
(0.00% 6 (0.00%) 


1. desktop 37,052 (70.07%) 34,575 (69.84%) | 44,783 (69.52%) 46.01% 00:02:48 
2. mobile 13,200 (24.96%) 12,448 (25.15%) | 16,343 (25.37%) 55.79% 00:01:48 
3. tablet 2,623 (4.96%) 2,481 3,291 (5.1 53.87% 00:02:09 
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976 (89.30%) | $115,468.05 (96.3 


89 58 $3,057.16 c 
Le 2 $1,338.16 (1 
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What this report tells us is that while 70% of visitors are using a desktop to 
access this website, 25% access it via a mobile device and 5% access it with 
a tablet. This means that if your website isn't responsive and optimised for 
mobile viewing, that the website experience is being compromised for a 
quarter of your visitors. 


This is just one example, there are thousands more ways to interpret the 
data. Once you have more insight into these metrics, we recommend that 
you explore and get a bit more technical with viewing your main traffic 
sources (to decide where advertising dollars are spent) and managing your 
conversion reports against goals that you've set. 


These reports will be your new best friend. Once you have your filters set, 
the data that you have coming in will be yours to do with what you want, 
interpret it in a myriad of ways, and use it to improve the performance of 
your organisation's website. 


There is only so much we can summarise in one chapter. In all honesty, it’s 
IMPOSSIBLE to tell you everything that you need to know about Google 
Analytics in just one section. However, Google is VERY aware of this which 
is why they've created the Google Analytics Academy. It’s possible to take 
this free course in one day (set aside 4-6 hours) or spread out over a few 
days/weeks. This course breaks down all of the scary elements and techy 
language in Google Analytics for the layman and has engaging videos 
and quizzes along the way. We cannot recommend enrolling in this course 
enough - Sign up now, here's the link! 
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Audience and Social Media 
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Writing Blinding “Call-to-Action” Copy 


We're not talking about great call-to-action copy... We're not talking about 
engaging call to action copy. We are talking about BLINDING call to action 
copy! The kind of catchy line that absolutely reels you in and “converts” you 
into a click-happy user. 


Call to action, otherwise known as "CTA" copy can turn a good campaign 
into a great campaign. It's a combination of words that compels users to 
perform an action. This action can be to continue navigating through a 
website, engaging with a social media post or clicking on an Ad. Good 
call to action copy is reinforced by design and campaign strategy that 
convinces the end-user to do something. Donating, visiting, subscribing, 
clicking, reading; there's more call to action copy within marketing than 
people are aware of. Learning how to write convincing taglines and enticing 
blurbs really is essential to complete an accomplished marketing skill-set. 


There's one reality that we can all face, good call to action writing skills 


are totally necessary for all fundraising messaging. Therefore, the arts 
and cultural sector HAS to be good at it. 
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Examples of effective and popular CTAs are: 


SION Up:.. Find out... 
Subscribe... Discover... 

Join (us)... Continue... 
Listen (in)... Find out (more)... 


Come along... Follow (us)... 


Don't miss... Take me there... 


Get started... What's next... 


Nigiar 


The phrases above subtly invite visitors to take that extra step and signpost 
them to their next destination. However, it’s important to remember that 
they are simply a jumping-off point. 


Now, hopefully these examples will have sparked your imagination and you 
will have a couple of phrases that are applicable to your organisation - 
QUICK, write them down before you forget!! 


Now, let's break things down a bit more... What do most of the phrases 
above have in common? Besides being Call-To-Action phrases (c’mon, we 
gave that one to you!), they all begin with a strong command verb. What's 
a strong command verb? We hear you... It’s actually what it sounds like - 
commanding or ordering someone to do something. This might seem a little 
aggressive at first, but there is no such thing as effective marketing that is 
also wishy washy. Consumers need to know exactly WHAT you want them 
to do, and HOW to do it. 
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Being direct 


- If you are referencing e-commerce and buying products online then use 
phrases like: “shop”, “buy” and “purchase.” 

¢ For referring to newsletters and email lists “subscribe”, “join” and “sign up” 
are popular. 


* Exhibitions and online resources/guides can have similar CTA phrases: 


| || | || 


“view", "preview", “experience”, “learn more” and “immerse yourself.” 


« Enticing people to come to events or programmes works with phrases 


| | 


like “attend” “come along", “visit” and “tour.” 
It's opposite day 


You can even use the antithesis of words... If you want people to buy tickets 
soon rather than wait, use a negative and then the antonym of the word 
you'd rather they do: “don't wait.” This works to create a sense of urgency 
and then FOMO, or fear or missing out as a consequential action. “Don't 
buy this”. “Don't visit us” etc... 


Add positivity 

Make users smile when they see your call to action: “Be happy”, “say hello” 
and “share the love”. Happy phrases like this imply that if the user follows 
the prompt and clicks through, that it will be a pleasant experience for 
them, that their lives will be enhanced by whatever your copy is offering. 
This kind of copy adds an immediacy and intimacy that works in your 
favour to appear as genuine and positive to your audience. 
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Hidden objectives 


lf you want to drive someone to buy something, why not have the text show 
them proof of why they need it? For example, if you wanted someone to 
buy tickets to an exhibition on Henry VIII, you could use the following call to 
action copy: 


HOW MANY OF KING HENRY VIII'S 
WIVES WERE BEHEADED? 


“YOU'VE GOT TO KNOW” 





Make it clear that there’s something more to be discovered if only they were 
to click through. 


Reverse-Psychology 


Why is it that the human reaction is to want something when we're told 
we don't want it or can't have it? Just like God to Adam in the Garden of 
Eden, tell your users what they shouldn't do and they will be all the more 


tempted to do it... “Don't click", “you don't need this", “probs not worth it” 
and “don't visit". 
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The two-choice method 


Trick users into thinking they have a choice, and then hinting at the fact 
that they may be making the wrong one if they opt out. Let's be clear, we 
definitely don't condone “tricking” people which could be perceived as 
false advertising, we mean that in the sense that this kind of call to action 
needs to have a very strong spin. 


£12 FOR 2 EXHIBITIONS? 


| HATE GREAT DEALS 
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Offer an incentive 


“Subscribe now and receive", “Join today and save 10%", “Begin the 
savings today” - you want to click through already, don't you? We are living 
in a culture of instant gratification, and nothing is more tantalising than the 
prospect of being able to immediately see the benefits of performing an 
action, whether that be making a donation, buying tickets or attending an 
event. 


To create one of these CTA phrases, think of an incentive for every ask that 
you make of your end-user. “Become a member to book unlimited tickets”, 
“save 10% off with your email address” and “score a free exhibition ticket” 
are all examples of incentive-based call to action phrases. 


Another great word to use here is “claim”. The phrase implies that what the 
user clicks-through to will be something that they will genuinely receive and 
is owed to them. It is theirs to claim and always has been. This will make 
clicking through THAT much easier because of how natural it is. 


Everything is better when it's free 


A four letter word that makes heads turn and ultimately makes everything 
taste better? FREE. This little word has an incredible power when being 
used in call-to-action phrases. Offering a free trial of your services, 
resources, programmes is a great way to overcome the hurdle of getting 
audiences to hand over their information and their interest. Invite people 
to come visit your museum for free, or offer to put the price paid for the 
tickets from their first museum visit towards the price of a membership. 
Offering a sample, a free taste is a great way to get people to click through 
and to become invested in your institution. Offering a free way to become 
engaged with the organisation comes off as genuine interest which is an 
authentic way to attract new followers. 
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ONLY is JUST a word 


Or is it.... Both “only” and “just” can be extremely powerful when used in 
CTA copy. “Your free visit is just around the corner”, “Just one more step", 
“Only available today” and “15% savings are only a click away” are all great 
examples of how those two operative words can be used to minimise effort 
and maximise rewards for those who choose to engage and click-through. 


Make it a question 


Make the users have a hard think about WHY they can't just click-through. 
This type of call to action is very daring and cheeky. By using one of these 
phrases you are taunting the visitor and asking them to come up with a 
good reason why they shouldn't give in. 


“Why wouldn't you join us?", “why not start today?” and “when are you 


going to come along?” are all great examples of CTA phrases that begin 
with a question. 
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From... 


Powerful CTA copy is one thing on it's own, but when there is a powerful 
voice behind that text, it adds some serious fuel to the fire. Using a 
particular voice can make users feel needed, heard, and valuable by 
your organisation. 


Consider addressing certain calls to action as being from various staff 
members. We'll break it down a bit further below. 


- For donations - organisation directors and development officers 


¢ For event invites - performers, artists, programming officers, museum 
directors 


¢ For membership - membership and development officers 
Going the extra mile 


Users will be much more likely to click-through if they feel that their voice is 
being heard and that their needs are likely to be met. By directing them to 
use more of your services and to further engage with you, you are making 
them a promise that they will be satisfied by your organisation and brand. 
If you are trying to increase ticket sales, consider capitalising off of our 
current societal culture of instant gratification and phrasing a CTA like the 
one below: 


“In a hurry, give us a call to purchase tickets” or “sign up now to receive 
24/7 customer support.” 


This kind of language lets people know that your organisation will be with 
them beyond the initial click and that you value their trust in your brand. 
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In it to win it 


Building upon that brand loyalty that we just mentioned in the example 
above, use participatory phrases to let your audience know that you 
are mutually entering this partnership. “Let's start this journey together", 
“Join the family” and “Become one of us” all imply that the person who 
clicks-through will be a valued member of something that is bigger than 
themselves. They know that they will have a support system with your 
organisation which will prompt them to have some SERIOUS FOMO 

(fear of missing out) if they don't take advantage of that offer. 


Choices, choices, choices 


Who said that you could only have ONE call to action button? Earlier we 
talked about giving users a yes or no answer with language that clearly 
favours one over the other, but now, we are talking about having multiple 
CTA options that are equally weighted. 


Pose one question to your audience and then offer them buttons to click 
on to personalise their pathway on the website. Let's throw an example 
out there shall we? Picture you've hit the homepage of a nonprofit natural 
habitat marshlands in Cornwall. Immediately they ask you the following... 


WHAT'S ON YOUR MIND? 


MAKE GET 
A IN 
DONATION TOUCH 





This is excellent signposting and a way to encourage visitors to dig a bit 
deeper and more stuck-in with what your website has to offer. Giving 
visitors simple choices like this makes it all the easier for them to smoothly 
navigate the site and increase dwell-time. Take these kinds of ideas and 
integrate them into the way that you design your website as well. 


Call to action copy is great for guiding users about what to do to stay on 
task and further engage with your organisation, and they are an integral 
part of making any website easily navigable. 
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Let's end this section with a bit of a recap. 

We first sooke about what a CTA (call to action) is, and why writing 
compelling CTA copy is essential for digital marketing. Call to action copy 
is that last little push that gets you to navigate a website for an extra five 
minutes, click that social media post, or make that annual donation. It’s an 
essential ingredient for any successful marketing campaign which is why 
we showered you with an abundance of call to action top tips. 

1. Be direct 

2. Use opposite words 

3. Be positive 

4. Use hidden objectives 

5. Reverse psychology 

6. The two-choice method 

7. Offering an incentive 

8. Free trial 

9. “Only” & “just” 

10. Make it a question 

11.Personalised messaging 


12. Extra support 


13. Embarking together 
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Lucky number 13 - right? Applying these top tips will see you through 
to creating a compelling call-to-action copy of your own, now go forth 
and write! 


Winning at Email Marketing 


Email marketing is a wonderful thing and one of our favourite methods 

of digital marketing. How better to remind visitors of how awesome your 
museum is than by creating a eye-catching email with bold call-to-action 
copy that goes straight into their inbox? While email marketing is a God- 
send to those tasked with marketing, there are certain best practice 
procedures to be aware of such as GDPR and email frequency that can 
help keep your organisation on the straight and narrow and successful. 


Email Marketing Platforms 


Where does one begin when searching for an email marketing platform? 
Some platforms are more geared towards one industry over another - 

it's not a one size fits all game! With that in mind, we've done some 
research and will recommend some of the best email marketing platforms 
for the arts and culture industry. We'll also walk you through some boxes 
that must be ticked for a service to be worthwhile in today’s current 
climate. Below we recommend some of our favourites... 


Constant Contact - The top dog in the email marketing game. When first 
creating your account, it's possible to select your industry and then choose 
your level of email marketing experience in order to get carefully curated 
content and tips that are right for your experience level. 
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There are two introductory price-points (both with the first month free!): 


¢ £15 which includes unlimited emails, customisable templates, branded/ 
industry templates, basic e-commerce, contact list import, list-building 
tools and welcome email, pop-up forms, list segmentation, Facebook, 
Instagram & Google ads, marketing calendar, tracking and reporting, 
customer support, learning resources and many other handy features. 


¢ £30 which includes all of the features listed above in addition to 
advanced e-commerce, customisable pop-up forms, automated email 
welcome & behavioural services, RSVPs, Subject line A/B testing, dynamic 
content, multiple users, event marketing, surveys, polls, coupons, online 
donations and much more. 


The Constant Contact interface is easy to use once you get the hang of 

it. Their customer support is also top-notch so they will be there to help 

if you get stuck. One aspect of this platform that we appreciate is that it 
really is a one-stop shop for all of your marketing needs. If you are creating 
and distributing surveys, polls, ads, events invites - then this is your go-to 
platform. They make it easy to create all of this content with a unifying 
theme. They also do a great job at optimising for mobile/web and offering 
users the option to track how their customers are engaging with their emails. 


The ability to automate emails, create surveys and polls, beautifully solicit 

online donations, whip up dynamic sign-up forms and merge your account 
with Eventbrite to promote and track event attendance is really superb. All 
of these helpful features really set Constant Contact a cut above the cloth. 
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€ Contact Fields Put your marketing on autopilot with personalized, scheduled, and 


Email List Signup Eo Save Gi Email Marketing Automation 
oy targeted emails 
Sign up for updates. 


Never miss a beat! Get the latest news and deals your local bike shop. == Surveys and polls 


BS Gain actionable feedback from your contacts through email and social 
media 


#22 Donations 


| & Collect online donations securely and track donations on a custom 
landing page. 





Events 
Create, promote, and manage events easily and effectively with our 


Eventbrite integration 


Mailchimp- This platform is one of the most popular email marketing 
platforms - but more of an all-in-one. There are many attractive aspects 
of using this platform such as the user-friendly interface, the price-point, a 
gazillion customisation options, lots of templates and the ability to optimise 
send-time for emails and audience segmentation. Below are some basic 
templates that come with the free plan - take note that they are all highly 
customisable with your brand colours and selected fonts! 





What you can do with 
Mailchimp 
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Put your audience 
first 
Know who you're talking to 
$0 you can say the right 


things. 


Learn more 


Bring your brand to 
life 


Look like a pro with elegant, 
easy-to-use design tools. 


Learn more 


= 


Create integrated 
campaigns 
Spread the word with 


social, email, ads, and 
more, 


Learn more 


? 


Turn data into 
insights 
Our recommendations get 


smarter as you go. 


Learn more 
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Basic 











1Column 1 Column - Full Width 





1:2 Column 1:2 Column - Full Width 1:2:1 Column 


Feedback 











1:2:1 Column - Full Width 1:3 Column 


Mailchimp offers powerful insight and tracking tools such as: Marketing 
CRM tools, In-depth audience dashboard, specific contact profiles, 
signup forms, tags/labels, integrations, pre-built segments, predicted 
demographics, address finding services, automations and audience 
lookalike finder. 


For marketing tools, they offer the following: marketing emails, landing 
pages, digital ads, social media posts and postcard design. Over 100+ 
templates are offered with their essentials plan that are fit for various 
occasions such as a new product launch or a donation all-call. 


Not all of these nifty services come with the baseline “free” account - 


but they are there for those that like that platform and wish to pay 
the premium price tag. 
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1:3 Column - Full Width Simple Text 


Here are the price-points for Mailchimp - 
note that they are all monthly fees: 


° Free (£0) which includes 7 marketing channels, 1 click automations, 
basic templates and marketing CRM 


- Essentials (£8.25/mo) which includes everything in free, plus all email 
templates (100+), A/B testing, custom branding, 24/7 support 


¢ Standard (£12.39/mo) which includes everything in essentials, plus: 
automation series, retargeting ads, custom templates, advanced 
audience insights 


¢ Premium (£247.05/mo) which includes everything in standard, plus 
advanced segmentation, multivariate testing, unlimited seats and role- 
based access, phone support. 
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Chapter 2 Chapter 3 
Social Media Website 





Artist Showcase 





If you are interested in giving Mailchimp a go, we would recommend 
starting with the free plan and then considering an upgrade as your list 
grows. It's a great (and free!) place to start where your audience list can 
grow. There are wonderful integration features to consider and all of 
the templates are modern, sleek and well suited for the arts and culture 
industry. 


An important downside to note is that there is little to no support for those 
on the free plan. Mailchimp is able to offer this low price-point because 
many people do end up upgrading their plan as their audience grows and 
they become frustrated with the limited capabilities on the free plan. There 
are certainly a lot of positives to using Mailchimp, but it’s imperative that 
the positives out-weigh the negatives of going with a free, or inexpensive 
plan for such an important aspect of your digital strategy, email marketing. 
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> Chapter 4 Chapter 5 
Driving Traffic Recap 
Sendinblue 
H sendinblue What's Different? Pricing Features * Resources * Login > 


Pick the tools 4 Get more done Play safe, we’ve 


you need in less time got your back 


Communicate and grow in one Focus on the important stuff and Whatever your goal, we'll be there 


platform with email, SMS, landing put the rest on autopilot with with round-the-clock support and 
pages, ads and more, automation. a platform that is completely 


GDPR-compliant. 





While this platform is quickly gaining traction in Europe amongst small 
businesses, it is more geared towards larger businesses and so some 
smaller organisations may not find it as useful. Sendinblue has plans that fit 
every budget and is very user-friendly, especially to first-time marketers. 


Here are the price-points for Sendinblue: 
° Free (£0) which includes 300 emails a day with unlimited contacts 


¢ Lite (starting at £16.50/mo) which includes all free features plus no daily 
sending limit, email support, A/B testing, remove Sendinblue logo and get 
access to advanced analytics 


- Premium (starting at £41.65/mo) which includes alll lite features plus 
Facebook ads, Landing pages, Marketing automation, chat features, 
multi-user access and telephone support 


° Enterprise (Quote only) which includes all premium features plus 10+ 
seats, managed setup and priority support, dedicated account manager, 
dedicated infrastructure, priority sending and SSO (SAML) 
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Just looking at the prices alone, you can see that this platform doesn't 
offer the most value for your money when compared to Constant Contact 
and MailChimp. What differentiates this platform from the others is that the 
pricing is based on the number of emails that you send. If you are sending 
a vast number of emails per month, then perhaps this is the plan for you. 
They do offer a free trial as most of these platforms do so that you can get 
your feet wet and do a trial period. 


It's important to note that Sendinblue markets particularly towards medium 
to large businesses, and are perhaps not the most suitable for nonprofit 
organisations. It's powerful tools might not be necessary for smaller 
organisations that are trying to cut costs. 


Tools of the Trade 


Now that you've become acquainted with some of the top dogs that we 
suggest (but who are in no way representative of the entire market), it's 
time to delve into the nitty gritty. We are going to introduce you to the most 
important aspects of email marketing and present you with useful tools 
that you can apply to your research and findings of your own organisation. 


Mail Automation 


Finding a service that allows you to design and schedule emails in advance 
will save you boatloads of time! This service is pretty standard with most 
email marketing platforms. Some platforms also allow you to schedule and 
stagger emails, allowing you to optimise open-rates for when recipients 
are most likely to see your email drop in their mailbox. MailChimp has 

some excellent statistics to share on when people are most likely to open/ 
engage with emails. Because they are such a large service and have a 
presence in so many inboxes, their data is very valuable and is definitely 
worth examining. 
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Time optimisation will be dependent on your time zone as well as local 
area, especially if you are located within a major city or somewhere more 
rural. The consumer habits in each of these respective environments will 
be different. With that being said, CoSchedule has produced data on the 
best time to send emails by gathering together several reports from email 
marketing platforms including Sendinblue and Mailchimp. 


According to their research, the best time to send emails is during the 
week with a major dropoff in engagement during the weekends. 


Tuesday is indicated to be the optimal day to send one email with a 
follow-up on Thursday if you choose to send two in a week. 


Wednesday is mentioned as a favourable second, but it's best to avoid 
Monday and Friday as people are usually slammed with work or looking 
to wrap things up before the weekend. 


WHAT 14 STUDIES SAY ABOUT 


The Best Time To The Best Time To Send Email Is... 


Test Your Emails For The Best Days 
And Times To Send 


Thursday | 10 am A Wednesday | 10 a 
Wednesday | 8 pm 


Send Email 


Tuesday | 10 am 


a 
re 
u 


uesday | 8 pm 


The Best Day To Send Email Is... 


S M 2 eee ee F S 


Tuesday Thursday Wednesday 
#4 # # 


The 


ai 
Tuesday | 6 am 


“4 "5 
2 "6 ot) 
“4 *8 *12 





if you send two emails a While Wednesday wasn't 
week choose Thurs the most popular 


The Complete Guide to Digital Marketing for Museums 129 





To break down that data even more, the optimal time of day to send 
emails is also presented. According to CoSchedule's interpretation of the 
14 various surveys. The absolute opportune time to send emails is between 
the hours of 10:00 and 11:00 although to be fair, anytime between 8:00 and 
12:00 is prime-time for maximum engagement. 10:00 is ideal, but there are 
those nutters (we are guilty of it too!) that check their email while in bed at 
éam. If you think your content might go over well first thing in the morning, 
then perhaps go with that, but for maximum impact while the public is 
arriving at their desks and scrolling through their inboxes, the late morning 
is best. 


Here's a helpful chart of when to think about scheduling emails from 
CoSchedule. We'd suggest using this as a template. Keep an eye on 
variants in levels of engagement when sending at different times. 


It's also possible to do A/B segmentation and send your emails in two 
batches to maximise impact by trialling two different sending times. 


Now, you've listened to us hammer away the importance of knowing your 
audience for the better part of this ebook, and that knowledge factors into 
email marketing as well. We've seen that it’s been effective to schedule 
emails for the most optimal times for readers. However, that optimal time 
varies according to different audiences/age groups. If you are investing 
your time and energy into researching time optimisation, consider your 
audience and when they are most likely to engage with your content. 
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Group Segmentation 


Knowing your audience and how it's defined is important to group 
segmentation. Now this may be a division by which list your subscribers 
signed up for, but it’s important to note the segmentations within that list 
as well. What are the click-rates for subscribers? What are their buying 
habits and when are they most likely to open an email? All of this is very 
useful information and if you're into analytics (which you should be!) then 
choose a platform that supports audience insights and segmentation 
(i.e. Constant Contact & Mailchimp). 


User-friendly 


Are you easily able to navigate around the interface? The drag and drop 
technique where you can choose content blocks such as images, text 
boxes and social icons and drag them into selected spaces on your email. 
These blocks are then further customisable, but the simplicity of this very 
visual method is appreciated by a lot of novice marketers. You don’t need 
to code - you need to copy... and paste... Really, this interface is the way 
to go, especially for smaller organisations that may need to have several 
people, not all experienced marketers help out on an email or newsletter. 


Mailchimp does a great job with this as we can see on the left. Their boxes 
are clearly defined and there are lots of image editor functions as well as 
the opportunity to embed custom code or video links. 


Cit 


Image Group 
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Website Integration/Opt-in Forms 


The email marketing service that you choose must have the capability to 
be customisable to your brand. Maintaining brand consistency is not only 
important, but expected in today’s world. Most email marketing platforms 
offer the ability to create pop-up forms that allow people to sign up for a 
newsletter of their choice, even being offered the option to select certain 
preferences along the way. However, the choice between clicking on 
that subscribe button or not, may be the aesthetics of the sign-up form. 
Motivate people to hand over their email addresses and information 

by wooing them with sleek graphics and captivating content. Keep the 
text short, sweet and to the point. Make sure the colours and fonts are 
consistent with the rest of your branding, and make sure that the ability 
to customise lists is present if you are trying to create segmented lists. 
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Back to Basics 


Now that you know nearly everything there is to know about how to select 
the right email marketing platform and the plethora of ways in which you 
can use it to target your audience, you're ready to build up your email list! 
Don't stress if you are starting from square one, building up a list isn’t that 
hard, especially if you do it in the following ways. 


1. Ask your network - Organisation staff, trustees, stakeholders, 
partners, volunteers and frequent visitors. 


2. Spread the word! - Put out some all-calls on social media channels 
to encourage people to sign up for specialised updates on your 
organisation sent straight to their inbox. 


3. Website plug-in - Most email marketing platforms have the option to 
add a plug-in to your website that adds a pop-up when people visit 
the site encouraging them to sign up. This is something that you'll want 
to think strategically about because if you have frequent visitors to the 
website, they might get frustrated with the constant pop-up, especially 
if they've signed up already. However, if your website sees visitors on 
more of a sporadic basis, this could be a great way to capture their info 
and stay in touch. 


By now you'd have gathered the keys to the kingdom and understand all 
that goes into choosing the right email marketing platform for you, how to 
create and send emails to go out at optimised times, and how to segment 
and market to specific audiences through email marketing. 


There is still a lot more to explore on this topic, and thankfully there are a lot of 
resources available online to improve your email marketing game. Keep your 
knowledge sharp and remember to keep a watchful eye on your competitors. 
See what they are doing, be bold and ask them about their success, and 
model your strategies around what is working within the sector. 
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General Data Protection Regulation (GDPR) 


One final word of warning... GDPR. That four lettered acronym could be 
a whole course alone, but we will give you the basics and the tools to 
research even further. 


GDPR stands for General Data Protection Regulation. In 2018, GDPR 

came into effect in Europe which changed the way that companies and 
organisations were allowed to keep and use data they had collected from 
the public. Make sure you are familiar with the guidelines and following 
best practice when it comes to the data game. People are pretty cautious 
(rightfully so!) about what kind of information is held by a company and 
how it is being used. 


Having a clear data protection policy is a smart move for any organisation 
that handles data - with penalties at skyscraper prices, there is no room 
for making mistakes with these new set of regulations. You can find more 
information here: GDPR Guide. 


Keep that in mind as you go and explore email and begin to digitally 
market! 


“Traditional” Marketing and PR in the Mix 


Marketing is a big ole’ wide umbrella. With social media channels, email 
blasts, web analytics, website blogs and SEO, it’s easy to think that's all 
there is to the marketing game. However it’s important to remember the 
importance of print marketing and PR. An enticing brochure or exhibition 
postcard is a great way to concretely remind visitors to check out your 
museum and collection offerings. It may seem that print is declining and 
going out of fashion, which is slightly true, but that's not because it’s 
ineffective, it's because there are SO many choices when it comes to 
marketing that organisations are becoming more picky and where and 
how they spend their budget. 
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The Importance of Print 


Print is very much still alive in the industry today. People love to pick up 
leaflets, brochures, postcards, etc... There is something appealing about 
the tangible nature of these advertisements and nuggets of information. 
People like to have something physical in their hand that entinces them to 
visit your institution. In the era of fake news and internet click-bait, print 

is trustworthy, relied upon, and still viewed as one of the most authentic 
sources of information. 


The longevity of print is also something to consider. Whilst all internet 
ads have a start and end date (with a certain FEF attached), print ads 
can have a very long life depending on the hands that they end up in. 
A magazine with your ad in it can live on at the dentist for months, even 
years on end and can be seen by lots of people in the area. 


Another advantage of traditional marketing methods like print and radio is 
that it’s easy to reach local audiences. If you are in the market to connect 
with your immediate community, it may be worth trying a few of these 
methods to engage the local population and drive interest in engaging 
and visiting your museum. 


Older generations also tend to gravitate towards print rather than digital. 
If your organisation is trying to target older generations, then consider 
investing time and energy in print marketing. The trust in print rather than 
digital is strong here. People are more likely to take advice from someone 
that they understand and trust rather than the new kid on the block, which 
is how some digital advertisements can come across to older generations. 
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Chapter 1 
Audience and 
Content Planning 


Chapter 2 Chapter 3 
Social Media Website 


What you Should Print 


Now that we know the value of incorporating traditional print marketing 
strategies into your overall budget and plan, let's talk about what some of 
the most effective print pieces for your organisation might be. 


STIVAL 


FOLKS FE 
Cross fold 


INDIt 
Of vette) le 
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> Chapter 4 Chapter 5 
Driving Traffic Recap 


¢ Brochure 
If your organisation only prints one thing all year - let it be this! 
Don't skimp on this piece and make sure that the look is consistent with 
your brand, mission and values. There are lots of options here (which 
we've outlined to the right) including: single fold, roll fold, Z-fold, gate fold 
and cross fold. Map out the content first and have a think about what 
your organisation needs to convey to your audience. Do you have really 
stunning imagery? Then perhaps a dramatic gate fold would work. Do you 
want to include a calendar of events or a map of the grounds? Then think 
about a cross fold with lots of room for your information. 
The brochure is the holy grail of print advertising for all organisations, and 
it's especially important for organisations that have lots of different facets 
and programmes occurring. 
Make sure that this piece at least mentions any and all: 

Events 

Exhibitions 

Programmes 


Organisation updates 


Contact information 
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¢ Seasonal flyers 


These can either include autumn/spring programming or perhaps the 
exhibitions that are upcoming. We recommend breaking your year-long 
calendar down into four quarters and then advertising either quarterly 

or twice annually with this specific piece. Many people will only know their 
schedule a few weeks in advance and won't be able to plan too far out 

if you advertise dates that are too far in the future. 


lf your organisation has a front desk or a box office, be sure to place these 
flyers here. Distribute them in your local area as well and share with 
partner/friendly organisations that you can have a reciprocal display 
agreement with. Taking a walk about town and identifying the local coffee 
shops, community hubs and hotels that display these types of materials is 
also worthwhile. Developing a good relationship with those local business 
owners might even encourage them to promote your organisation to their 
customers which can only result in positive publicity! 


There is a world of choice available for flyers. You may think, how hard 
can it be to make up a simple 1-sheet? Well, first you've got to decide 
on the size of your print piece. Some of the most popular sizes are listed 
right (from "Moo" a company we will talk about in a minute): 
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Shop Flyers by size 


Any size for any occasion, Flyers always get you noticed. 


ANANDA SHA 





A6 Flyer Square Flyer DL Flyer A5 Flyer A4 Flyer 
105mm x 148mm 120mm x 120mm 99mm x 210mm 148mm x 210mm 210mm x 297mm 
50 flyers from £17.50 50 flyers from £20.00 50 flyers from £21.00 50 flyers from £25.00 50 flyers from £40.00 
£14.58 ex. VAT £16.67 ex. VAT £17.50 ex. VAT £20.83 ex. VAT £33.33 ex. VAT) 


Make A6 Flyers > Make Square Flyers > Make DL Flyers > Make A5 Flyers > Make A4 Flyers > 


Once again, take a good look at the text and images you would like to 

use in your flyer and consider how that will translate to the print piece you 
are hoping to produce. Make sure that the size of the flyer is big enough to 
convey all of the information that you want to get across to your audience. 
Also consider the portability of your flyer. If it's too big, it's bound to be 
folded or crumpled up which would be a shame after all the thoughtfulness 
put into the design and print. If you are going to be mailing these flyers, 
think of mailing costs as well. There is often a significant upcharge for oddly 
shaped letters and packages. 
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¢ Business cards 


Believe it or not, business cards still matter. No matter how slick your 
LinkedIn profile is, staff members in your organisation still need to have a 
physical card to hand to new contacts and potential clients. These cards 
should match your organisation's overall branding with the corresponding 
fonts and colours. It's okay to get a little creative with the business cards 
as it’s a great opportunity to stand a cut above the rest. Think different 
shapes, varying thickness, colours, paper materials... The paper world is 
your oyster. Just be sure that it's easy to read and stands out. 


¢ Folders 


Picture this... You've just had a super productive meeting with a potential 
funder and you can't wait to give them some of your brand-new marketing 
materials. You reach into your bag for the big reveal and pull out a plain 
white folder... If you have amazing colourful marketing materials, presenting 
them in a branded folder can make all the difference. We would suggest 
ordering branded folders if your organisation has lots of networking 
opportunities, media requests, funder meetings etc... If this isn't something 
you think your organisation will use, then focus on another print marketing 
piece. 


- Letterhead/envelopes/note cards 


Every piece of paper that comes from your organisation is a chance for 
some subtle marketing. Watermark stationery with your logo and slight 


hints of your brand colours. Do the same for envelopes and even note cards 


if your organisation sends a lot of letters and notes. Getting a thank you 
card as a donor is always nice, but imagine that extra bit of impact it will 
have when the note that they receive is beautifully branded with your logo 
and brand materials. 
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Where you Should Print 


The following companies are tried and true and can fulfill all of your 
printmaking needs. THIS list is by no means an advertisement or 
endorsement, we encourage all of our readers/participates to do their 
research and go with a printing company that is right for their project. 
However, if you are starting from scratch, these companies offer lots of 
customisable options and are popular within the print marketing industry. 


¢ Vistaprint - This company prints everything on just about everything... 
Business cards, brochures, flyers, promotional products, displays, even 
clothing and stickers! 


¢ Solopress - A popular website for printing marketing materials including 
brochures, flyers, roller banners, business cards, and posters at a very 
afforadale price point. Their customer service is also quite good - 
they will make sure that you are happy with a design before printing. 


¢ Moo - Sleek and modern printing services that offer an array of interesting 
templates and well as customisable options. They aim to stand out a cut 
above the rest with luxe paper options and foil-add-ons. 
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The Importance of PR 


Believe it or not, Marketing and Public Relations are two different things... 
They may have similarities, but at their core, they serve different functions, 
have separate audiences and individual metrics. 


PR or Public Relations exists to build favourable relationships with various 
stakeholders and audiences internally and externally. This differs from 
marketing or advertising as PR is at it’s core about relationship-building 
and developing an overall positive and effective public persona. Anyone 
who supports the organisation's objectives (suppliers, visitors, partners 

in the sector, staff members, competitors etc...) is the audience for public 
relations strategies. It underpins all of your other marketing, advertising 
and fundraising efforts. By holding favour with your audiences and 
stakeholders, you are building a solid foundation for future museum 
visits, financial support, partnerships building, programme funding etc. 


How you Should Implement PR 


Any public relations strategy needs to align and reinforce organisational 
objectives. Is your organisation striving to become a top authority within 
the arts and health sector? Perhaps getting an article or case study 
published about one of your programs in a reputable sector journal 
would help raise your profile and further that goal. 


© MuseumNext® 


Let's break it down into a few simple steps: 


1. GOAL - Define what you are trying to accomplish with public relations. 


2. ALIGN - Check that your goal aligns with organisational values and 
strategy. 


3. ACTION - Which action are you going to take to make that happen? 


4. OUTCOME - Set an attainable goal - what would be your ideal 
outcome? 


Now, for example, let's refer to that fictional maritime museum in Kent. 
As a small museum, they are aiming to improve their reputation locally 
and within the sector... 


1. GOAL - To raise the profile and public reputation locally and within 
the UK museum sector, specifically maritime museums. 


2. ALIGN - This aligns with the organisational strategy to develop and 
maintain a positive and respected presence within the sector. It also 
helps to further the organisational goal of broadening audiences. 


3. ACTION - The museum will seek out a partnership with Historic 
Dockyard Chatham to associate themselves with a respected sector 
authority and increase audience awareness in their relevant local 
area (Kent) 


4. OUTCOME - Desirable outcomes for this strategy would be a more 
established and accredited reputation as a figure on maritime history 
and collections in Kent, reaching new local audiences, and forging a 
partnership that will ideally last beyond this individual PR strategy. 


If you follow these basic steps, you can develop PR strategies that closely 
align with your organisational goals and are targeted in their approach. 


The Complete Guide to Digital Marketing for Museums 136 





In true Museum Marketing style, we will share some helpful and creative PR 
strategies. Remember not to go in blindly with these techniques. Make sure 
that they are relevant to your goals and tailored to your organisation... 


1. Be the authority - Show the public that you are an authority figure 
within your sector. This can be done by producing impactful research, 
partnering with an even more respected/accredited organisation in the 
sector, collecting and showcasing endorsements from experts in your 
specific field. 


2. Speak up - Take every chance you can get to have your organisation 
speak in a public forum on topics that you specialise in. This can include 
speaking at conferences, symposiums, community days/meetings and 
lecturing at schools. 


3. Network - If you are going to a business function as a representative 
of your organisation, you are essentially representing the entire 
organisation to the public. Make sure to put on a good face as this 
can contribute to positive public relations. Seek out media contacts, 
funders, and staff members that are part of organisations that you'd 
like to work with in the future. 


“TOP TIP*- bring business cards and have them at the ready! 
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4. Host - Why wait to be invited to events to network and build favourable 
PR? Consider hosting your own organisational events whether they be 
media previews or industry nights. These exclusive events highlight the 
fact that you care about your public persona and relationships with 
external stakeholders and will go the extra mile in creating a favourable 
reputation. 


5. Blog, blog, blog - We've spoken at length about the positive aspects 
of blogging, but a HUGE one is the potential to act as an amazing 
public relations tool. By creating an authentic and curated story that’s 
being presented to the public, you are controlling your own story and 
showing the media what you're most proud of in your organisation. 
Always be sure to include a press contact at the bottom of all blog 
posts so that the media can get in touch with any follow-up questions. 


6. Contribute - Why limit yourself to your own publications? Actively 
seek out opportunities to write on subjects that your organisation 
specialises in for a wider audience. Is there a column opportunity at 
the local newspaper? What about a contributing blogger opportunity 
for a network hub? Keep your ear to the ground so to speak for these 
opportunities that will allow your organisation to appear as current 
and conversational. 


A quick sum up... we have illuminated the positive aspects of more 
‘traditional’ marketing methods and has demonstrated that there 

is still definitely a place for them in today’s digitally-focussed world. 
Even though this is a course on digital marketing and we are targeting 
that quite heavily, don't be fooled into thinking that print and PR don't 
matter... because they DO! 


Use the techniques that we introduced in this chapter to raise the profile 
of your organisation and help build a solid foundation upon which your 
marketing strategies will rest. It's important to do that base work to allow 
for a comprehensive marketing plan that is well-rounded and includes 
both print and digital components. 
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Free Ads with Google Ad Grants 


This chapter is focused on a MAJOR PRO-TIP: Google Ad Grants! This 
programme is terrific for qualifying non-profit organisations that want to 
increase their online presence and network at no additional cost. Does that 
sound like you? Great - read on! 


Even if your charity doesn't qualify for Google Ad Grants (which chances 
are it will, we'll explain more below...), then it's worth setting aside money 
for this stream of advertising. Why are Google Ads so much better than 
Facebook ads? Well, let’s put it this way... 
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Facebook - Facebook prompts you to create an ad prompting visitors to 
visit your museum that goes out to a designated audience that is chosen 
with research based on demographics in the hopes that they will see and 
be attracted to the ad that you've created and circulated. 


Google - Someone already has the idea to visit a museum in your area on 
your subject. They click the button to make this search and up pops your 
museum at the top of the search results. They can't help but see your ad. 


This kind of visibility can't be overlooked - especially when Google is 
offering the opportunity to have it for free! 


Google Grants operates in more than 50 countries around the world. 
Click here to see if you're in a qualifying country. 
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Eligibility Criteria 


Formerly known as Google AdWords, Google Ad Grants helps boost 
website visibility and spread messaging for qualifying non-profits. $10,000 
USD in Google Ads are given to qualifying organisations on a monthly basis 
in this programme. 


To qualify for Google Ad Grants, it's necessary to complete the 
following steps: 


1. Apply to Google for Nonprofits. Google has comprehensive offerings 
to nonprofit organisations such as G=-Suite for Nonprofits which gives 
organisational access to business applications like Gmail, Docs, 
Calendar, Drive and Hangouts Meet. This is all at NO cost if you are 
a qualifying organisation - pretty rad if you ask us! 


2. Make sure you have valid charity status. If you're in England and 
Wales you can check on that here. If you're in Scotland you can 
check here and Northern Ireland here. 


3. Make sure your website meets the Google Ad Grants website policy. 
Basically, they've got to see that your website is functioning and 
clearly represents your organisation. 


4. Get approved and signed off by Google Ad Grants with their 
pre-qualification process. 


5. You're good to go! Although you must remain in good standing 
with the Google Ad Grant programme policies. 
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To break it down a bit further, Google basically asks users to respect 
the three core components of Google Ad Grants: 


1. Mission-based campaigns - This means that your campaigns 
must reflect your values and mission or else they won't be approved. 
You've got to stick to the script with brand fonts, colours and language 
that is consistent with your organisational messaging. 


2. High quality website - Having a high-quality website is something 
that we all want in life. However, it's essential when applying for and 
running Google Ads. You must tick all the boxes we mentioned above. 


3. Active account management - Google must be confident 
that your website is managed and updated on a regular basis. 
They won't want to direct traffic to a website that is outdated. 


This programme is competitive and with all these steps that you have 
to take - you must be thinking... 


Is it really worth it? 


Aka - what are the benefits going to be for jumping through these hoops? 
If you haven't noticed Google Ads before, do a search on Google right 
now for anything, try hairbrush or chocolate chip cookie recipe, and 

you'll see the top hits have the word “Ad” underneath them. They are the 
organisations that pay a premium to move their sites to the top of the 
page and pop up for relevant searches. 


If you are part of the Google Ad Grants programme, then users who search 
for non-profits like yours will see YOUR ad at the top of their page. This kind 
of free advertising is helpful in reaching new audiences, soliciting donations 
and recruiting new volunteers. The global reach of Google makes it the 
perfect advertising platform and this opportunity is too sweet for non- 
profits to pass up! 
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Google's powerful Analytics Programme (Google Analytics) also offers 
users the ability to track conversion to understand how certain Ads are 
performing and the percentage of people that are redirected to the 
website etc... Which keywords draw people in and make them take that 
next step of going to the page and exploring the website? We broke down 
Web Analytics in Chapter 3 and Google Analytics was a big part of that! 
We suggest referring back to that chapter if you are feeling a little lost 

or confused on the subject. 


If your organisation meets all of the eligibility criteria, then read on! 
There are a few restrictions to note. 


With Google Ad Grants, you need to use it, or you'll lose it. In other words, 
your daily budget needs to be set at $329 ($10,000 per month) in order to 
maintain your status as an Ad Grants user. Spending that amount of money 
may seem impossible, but read on and we'll break it down further with tips 
on creating a variety of ads for different audiences. It’s essential that you 
view the practice of creating and analysing ads with Google Ad Grants 

as different to normal advertising/marketing practices. While the brand 
consistency and messaging should absolutely be the same, the way that 
you work out how to spend $10,000 per month in in-kind advertising seems 
like a different ballgame entirely. 


Another restriction to note is that your Ads can only appear on Google. This 
might seem like a no-brainer, but it’s worth mentioning that your Ads won't 
appear on any other search engine sites, only Google. 


Your account, not every Ad, must maintain a 5% CTR (click-through rate). 
Basically, this means that there has to be a genuine interest in your content 
and it needs to be proven by having a base-level CTR which proves 
engagement. 
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Your ads will also need to be text-based, so no images or videos. A bit of 

a bummer there - but that means that your call to action (CTA) will need 

to be extra punchy. “Join us", “Come along" “Book now"... you get the gist. 
The text in your ad will be mega-important. The keywords that you choose 
to use are crucial. Because Google Ads is run by a bidding system (which 
we will go over in-depth shortly), it's important to choose keywords that are 
related to your organisation but also impactful and will get you the most 
value for your time and money. They are the means by which Google knows 
which searches are relevant to your organisation. When you're creating 
your Google Ad Grants account, you'll be asked to select keywords as well 
as negative keywords. 


Keywords- Terms that you DO want to be associated with your 
organisation's website. For example, if you are a small zoology museum 
in Devon, you'd want to add terms like "Devon", "Museum", “Animals” 
"Zoology". It's also important to tailor your Ads to certain audiences/ 
goals. Are you looking to recruit more volunteers? Then consider using 


| | | 


terms like “volunteer”, “recruit” and “opportunity.” 


Negative keywords- Terms that you DO NOT want to be associated 

with your museum. For example, if you had an Ad about sea ‘sponges’, 
you would want to set ‘dish’ as a negative keyword. It's important not 

to go overboard at first when setting these negative keywords, you need 
to hit the $10,000 spend, but it's important to have an informed approach 
when setting these negative keywords. It’s more advisable to set a few, 
see how your Ads do with Google Analytics, and then add in more 
negative keywords to filter out content that is completely irrelevant 

to your organisation. 
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An easy way to think about all of this and work through finding the perfect 
text for your Ad is to do the following... 


1. Keyword research - this is a concept that we discussed in Chapter 3, 
key assets of SEO. Do a Google search that you think pertains to 
your organisation and then see what the associated terms are that 
appear at the bottom. Those are REALLY good keywords to explore 
and possibly incorporate into your copy. Do a lot of digging here and 
think about all of the Google searches that people could make that are 
related to your organisation. 


2. Filter down and pair up - Now that you've got a collection of possible 
keywords. Think about connectors within all of those words and 
phrases. For example, some keywords for a contemporary art gallery 
in Glasgow might be... “contemporary art, Glasgow art, Glasgow 
artists, art, Glasgow culture, gallery, local, local artists, community”. 
Now, think of some connecting phrases like “Glasgow gallery displays 
contemporary art by local artists”... That keyword phrase ticks a lot of 
boxes and is a great place to start when developing text for successful 
Google Ads. 


It's important not just to focus on the words, but to also focus on what 
the words are ACTUALLY saying. You want to mirror the visitor's end goal 
when creating tests for Google Ads. Because many accounts are bidding 
for similar dynamic keywords, many Ads sound the same. It’s imperative 
not to get lost in the mix. 
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Put yourself in the visitor's head... lf they are art-lovers and are searching 
for something to do with their friends on a Friday night in Nottingham, they 
might create the following search: “Art event Friday night Nottingham” ... 
To which, an Ad that reads, “Nottingham Contemporary Art Museum Lates” 
would look highly suitable. 


Another example would be if someone is searching for unique maritime- 
inspired gifts, something that your gift shop sells, you may want to create 
an Ad that reads, “Looking for a unique maritime inspired gift?”". Think 
about what your visitor wants to see and is most likely to click on to make 
sure your Ad is successful. 


Now we get to a slightly trickier bit. Stay with us, we promise we will make 
all of this Google Ads jargon as easy to understand as well possibly can! 


In order to drive performance, Google requires that all accounts created on 
or after 22 April 2019 use conversion-based smart bidding for all campaigns, 
unless using smart campaigns. Remember ‘conversion’? It is the act of 
someone clicking through an Ad and being taken to another destination 

on your website, Eventbrite link, Facebook page etc... You have “converted” 
the user into someone who is now engaging with your brand. Smart bidding 
utilises machine learning to optimise your ads and money for conversions in 
auctions. This feature is also known as “auction-time bidding”. 
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Okay, so it’s necessary to use smart bidding, but what benefits does it 
have? Well, we can outline 4 key benefits of using smart bidding that will 
get you the most value for your money. 


1. Advanced machine learning - The powerful algorithms that Google 
employs is able to make extremely detailed and accurate predictions 
as to how varying bid amounts on certain keywords will optimise 
performance. 


2. Broad range of contextual signals - Signals are clearly identifiable 
attributes of people that you are hoping to target with your ads. 
Smart bidding allows you to use an extremely varied range of signals 
like date/time, location intent, physical location, site behaviour, device 
and many more. 


3. Flexible performance controls - YOU set the goals, targets, deadlines. 
It may seem like the Google machine is taking over with those first two 
steps, but you still have the flexibility and control to manipulate your 
campaign as you see fit - although Google will still make suggestions. 


4. Transparent performance reports - Detailed reports are available 
during and after your campaign runs so that you are able to see 
what worked, what didn’‘t and where there is room for improvement. 


This new rule that Google set forth is a good one as it's another great 


tool to help organisations that may be new to this process succeed with 
Google Ads. 
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Sustainability 


Google is very strict about Google Ad Grant accounts being properly 
maintained and used. If an account isn't using the money it’s been granted, 
or Ads aren't performing well and hitting the 5% CTR rate - then Google 

will shut down the campaign and suspend the account. To succeed with 
Google Ad Grants, it’s essential to make Google Ads a regular item on your 
digital marketing to-do list. 


Once you've managed to create an account and set up a few campaigns, 
make a note to check your Google Ads account every two weeks. See what 
works, what hasn't, and what could be improved. Do some tweaks every 
time you check the account and monitor your progress. Google Ads isn't 
something that you can “set and forget”. It is a programme that requires 
maintenance, especially if you are a qualifying non-profit and taking 
advantage of the Google Ad Grants programme! 


One of the benefits to using a service run by a massive conglomerate like 
Google is that they have excellent customer help and resources available 
for service users. Take advantage of the help and guidelines that Google 
offers. They want to see non-profits succeed with their admirable Google 
Ad Grants programme. The help and advice that they offer is genuine 

and should be taken seriously. We highly recommend experimenting, 
seeing what works for your organisation, and then, we guarantee that the 
fantastic Google Ad Grants programme will become a regular part of your 
digital marketing strategy. 
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Wrapping It All Up 


We simply can't believe it, the time is here... You've made it to the end of 
our Digital Marketing ebook! By now, you should have a firm grasp on the 
most important aspects of digital marketing. Marketing is a far-reaching 
concept and has many facets. If you feel like you don't know EVERYTHING 
about marketing, then that's good... That's how it SHOULD be because 
marketing is ever-evolving with the advent of new platforms and innovative 
ways to engage with audiences. 
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Chapter 1 
Audience and 
Content Planning 


Chapter 2 
Social Media 


Chapter 3 
Website 


Chapter 1-4 Recap 


In this chapter, we'll provide a recap of every module that we've covered 
and remind you of key themes and tools to take forward. 


Chapter 1: Audience and Content Planning 
Planning for success 


We kicked off the course by introducing the concept of some plain old- 
fashioned planning and introspection. We challenged you to work with 
your team on creating an organisational analysis. To do this, we suggested 
that you all complete a SWOT analysis aka, the process of taking a careful 
look at your organisation and identifying the strengths, weaknesses, 
opportunities, and threats. Considering your competitors by monitoring 
their marketing efforts including website modelling and updates, social 
media marketing, print advertising and PR opportunities is also important 
and a great way to “Keep up with the Joneses.” 


Setting marketing goals that are SMART and realistic... 


Creating a realistic marketing budget for your organisation considering 

all of the possible expenses: Marketing/communications, public relations, 
social media, digital and equipment is super important as well! Chapter 1 
offers a more comprehensive breakdown of marketing expenses to consider. 
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Audience, where is yours? 


As one could probably guess, audiences were the name of the game in 
this module. We focused on the following methods of identifying your 
organisation's target audience: Re-evaluating existing data, Creating a 
visitor person, Learning from competitors, Surveying visitors/followers and 
“Field of Dreams”. 


We introduced tools like Facebook Audience Insights, Instagram Insights, 
Social Rank and Twitter Analytics as well as insight capabilities from 


other social platforms like LinkedIn and Pinterest that allow you to extract 
valuable information on your audience/followers. 


Important demographic categories were shared like identifying the 
following about visitors to help inform a brand visitor persona: age, 
language, education level, hobbies, relationship status, gender, location 
and nationality. Understanding this about your audience is important 
and that information can be attained through surveying visitors / 
followers, another method of audience research that we discussed at 
length. Methods of physical and digital surveying were shared including a 
comprehensive section on how to use Google Forms and Survey Monkey. 
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Brand consistency 


This module focused on the importance of brand consistency to ANY 
marketing strategy. Having a recognisable style is essential for brand 
awareness and will help to elevate your organisation. 


We discussed colours and the difference between CMYK (print-optimised) 
and RGB (web-optimised). Fonts, including serif and sans serif were 
detailed at-length. There were lots of helpful visuals within this chapter so 
make sure to return back if you need any assistance or colour/font inspo. 


One of the module highlights was the inclusion of an infographic that notes 
all of the correct pixel sizes for social-media optimised posts. 
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Insane campaigns 


We discussed some inspirational campaigns to carry you through to the 
next chapter with some truly insane campaigns! Tate's "1840's GIF Party” 
was the ultimate participatory project uniting GIF lovers across the world. 
“Operation Nights Watch" from Rijksmuseum brought the process of 
conservation and research to light by showcasing the research process 
(literally in the massive Night's Watch gallery) to thousands of gallery 
visitors each day. “#SocialMedium” by Seattle's Frye Art Museum was a very 
successful initiative to create an exhibition that was completely curated 
by social media platforms. ArtFund is KILLING it in the video game and 
we were happy to highlight one of our favourite campaigns of theirs that 
illustrated the impossibility of seeing ALL of the art in London in one day, 
“See everything.” 
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Tools to make your marketing life easier 

Social media management platforms, link-shortening tools, content 
research applications and helpful scheduling tools were introduced in this 
chapter. The positives and negatives of the following programmes were 
comprehensively outlined: 

¢ Hootsuite 


¢ CoSchedule 


¢ Buffer 


° Sprout Social 

- Bitly 

¢ Buzzsumo 

- Google Alerts 

* Tweetdeck 

Introducing a social media management system like one of the applications 


mentioned above can help to keep all of your content in one place and 
allow your campaigns and strategies to be seamless and intimately aligned. 
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Chapter 2: Social Media 

Setting up socials... everything you need to know 

It was back to basics with this model as we illustrated how each social 
media account should be set up and operated to maximise potential in 
each respective area. The four big dogs - Facebook, Instagram, Twitter, 
LinkedIn were all sooken about and specific sizes for posts and images 


were outlined. 


Then it was time to share our 5 top tips for absolutely KILLER 
social media content: 


1. Be authentic 

2. Involve your entire museum 
3. Involve the community 

4. Eye-catching visuals 


5. Buzzwords 
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Creating eye-catching graphics and video 

Just like Oprah shares her favourite things around the festive season, 

we gave you the inside scoop on our most beloved apps for creating 

smashing graphics and video for your campaigns. The following apps 
were introduced, and their merits and faults shared: 


- Canva 


a LATE 





- Vengage 

FREEFOR 24 APRIL 
- Adobe Spark MEMBERS 2020 
«iMovie LIVE CIRCUS 

PERFORMERS & 
WHISKEY TASTING 

¢ Hyperlapse 
* Boomerang 


* Adobe InDesign 

* Adobe Photoshop 
* Avid 

¢ Premiere Pro 


¢ Final Cut Pro 
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Driving visitor content 


How does one get visitors to generate content about their organisation? 
There are some tried and true techniques like... 


¢ Setting the stage with props and giant frames 

¢ Utilising hashtags and engaging in relevant conversations 

¢ Creating fun participatory challenges for your visitors 

¢ Responding to your audience and making their voices feel heard 

All of these methods have been proven effective for increasing visitor social 
engagement and turning those occasional tweeters into brand-loving, 


loyal followers. 


A highlight of this module was sharing existing social media challenges 
that you should definitely check out and add to your calendar now! 
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Facebook Advertising 101 


1.59 billion daily and 2.41 billion monthly active users... That's right, 
Facebook is EVERYWHERE, which makes it the perfect platform to 
advertise. :) 

Facebook advertising is one of the most popular methods of getting the 
word out there about your event and coaxing in more followers. We broke 
down the often intimidating world of Facebook advertising down into 

7 simple steps... 

1. Choose your objective 

2. Select your audience 

3. Decide where to run your Ad 

4. Set your budget 

5, Pick a format 

6. Place your order 

7. Measure and manage your Ad 

We also introduced the concept of effective call to action phrasing so 


that your ads can kick off by being super punchy, effective and producing 
actionable results! 
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Working with influencers 


You don't need to be a major institution and hire out Kylie Jenner to utilise 
the power of influencer marketing. Many arts and culture organisations 
have been slow to jump on this bandwagon, but the train is gaining 
steam and it's going down the tracks and you can be sure that influencer 
marketing is definitely on the rise. 





There are macro, micro and nano-influencers, all of which we suggested 
using for different purposes for different institutions. We discussed WHY you 
should use influencers, HOW you can find them and WHAT best practice is 
when entering in this unique partnership. 


Some key takeaways were that it's important to know your brand and 
audience to match up with an influencer that your target audiences will 
gravitate towards. It's also imperative to be clear and upfront from the start 
so that reasonable expectations are set and managed. 
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Chapter 3: Website 
5 methods to improve your website 


Tactics small and large were shared in this chapter so you can easily bump 
up SEO ranking and make your website a more pleasant place for virtual 
visitors to soend their time. We suggested the following 5 methods: 


1. Ask for feedback (via focus groups, surveys, social media). 
2. Improve ease of navigation through using sitemaps. 


3. Make your site “sticky”, or take some simple steps like blogging, using 
hyperlinks, being clear in your copywriting and inserting videos and 
graphics to improve user's dwell time on your site. 


4. Incorporate social media feeds. 
5. Be consistent with your branding. 


All of these tips were focused on making your website more navigable and 
useful for the end-user - websites aren't meant for us, they are meant for 
audiences! 


Increase visitors with SEO 


“It's time to get technical, technical..." We certainly dished out some hit- 
worthy tips on how to use SEO or search engine optimisation to increase 
website visits. 


We defined words like: index, crawl, crawler and Googlebot to break down 
the jargon and then used concrete examples to demonstrate integral 
aspects of SEO like keyword optimisation and link-building. We ended the 
module by reminding everyone to E-A-T well, an acronym that stands for 


| | 


making websites that are “expert”, “authoritative” and “trustworthy.” 
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How to win at e-commerce and online donations 


Dealing with people and money online can be complicated - so we broke 
it down for you in this module. We advised on what kind of language to use 
to elicit donations and make sales. We also talked about the aesthetics of 
your donation/e-commerce page and that it should be clean, simple and 
easy to find on your website. 


Supporting donation/e-commerce efforts with social media is crucial and 
we illustrated a few ways to do that like sending targeted emails and using 
engaging photos/graphics. Saying please and thank you is a rule that 

we all learned as children (hopefully!), however it is especially important 
with regards to financial transactions online whether it be donations or 
e-commerce efforts. We challenged you to get creative about the ways in 
which you thank your donors, as well as how you engage them initially. 
Planning for a re-development 

Whether your organisation is working with an external developer or taking 
on the project in-house, we broke down the redevelopment process into 
six, Somewhat simple steps: 

1. Website strategy 

2. User-testing 

3. Design 

4. Build 

5. Soft-launch 


6. Maintenance and improvement 
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We introduced key concepts to website performance such as “bounce 
rate”, “exit rate" and “conversion rate” and then explained how those 
metrics can be useful in determining where website improvements need 


to be made. 


In terms of aesthetics, we strongly pushed the idea of utilising wireframes 
like the one to the right to organise each page of your website. This allows 
for edits to be made at an early stage and for your external editor (if you're 
using one!) to have a clear idea of exactly where each piece of content 
should be placed. 


We stressed that testing and maintenance are KEY aspects of any 
redevelooment and should be taken just as seriously as the seemingly 
more “fun” aspects. 





LOGO 


SLIDER 


FEATURE 1 FEATURE 2 FEATURE 3 


SOCIAL FEED 


FOOTER & CONTACT INFO 
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Web Analytics 101 


Although Google Analytics is THE holy grail of web analytics, we were fair 


and paid homage to a few other alternatives for monitoring web traffic, 
sources and insights such as: 


- Adobe Analytics 

- IBM SPSS Statistics 
* Mouseflow 

- Statcounter 

* GoSquared 

* Matomo 

- ZAP 


- Chartbeat 
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To break down the tech glass ceiling and make all of the heavy Google- 
language more, well, palatable, we included a glossary at the beginning of 
the module that defined the following terms... 


¢ Visits 

¢ New & returning visits 

¢ Visitors 

¢ Bounce rate 

¢ Page views 

¢ Pages per visit 

¢ Dashboard 

¢ Traffic sources 

¢ Content 

- Goals 

¢ Conversion 

Phew! It makes us tired even recapping that! Bookmark that glossary, take 
that glossary and print it out to hang up by your desk. We dished out LOTS 
of top tips in this chapter on how to set up your own Google Analytics 
account, which buttons to press, filters to set and reports to analyse to 
best-use the platform to its fullest potential. With the full knowledge that 
Google Analytics is a BEAST and that we would never be able to fully 


explain all of the various aspects of the platform, we also included a link 
to Google Analytics Academy. 
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Chapter 4: Driving Traffic 

Writing blinding “call to action” copy 

CTA (call-to-action) copy is 100% essential for any marketing endeavours 
that your organisation sets out on. It’s what can turn a good campaign into 
a great campaign and can be that little extra push that converts visitors to 
donors, followers into patrons etc... 

We started off by introducing some effective CTAs like: 

° SIQN up... 

¢ Find out... 

¢ Discover... 

* Take me there... 

-Come along... 

«Don't miss... 

Being direct, using reverse psychology, injecting positivity, offering the 
illusion of choice, making it a question, offering freebies and personalising 


the ‘ask’ are only SOME of the amazing methods we shared in this module 
to kick your CTA writing up a notch. 
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Winning at email marketing 


Choices, choices, choices... We want them alll just like a kid in a candy 
shop, but choosing all the options when it comes to email marketing can 
be overwhelming. We reviewed 3 of the top email marketing platforms: 
Constant Contact, Mailchimp, and Sendinblue. 

We then explained what is most important in an email marketing platform 
and which options you should take to heart for your own marketing goals 
and organisation such as: 

¢ Mail automation 

¢ Group segmentation 

- A user-friendly interface 

- Website integration/opt-in forms 

This section of the chapter ended with a four lettered acronym that every 
marketer should be WELL aware of... GDPR. Make sure you know your stuff 
when it comes to collecting, storing, and interpreting customer's data. 


General Data Protection Regulation (GDPR) 


We gave you a brief overview of what GDPR is and why you need to be 


aware of it. We also highlighted the importance of handling customer data 


carefully and in line with the regulations, otherwise you could be liable for 
a hefty fine! 
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Traditional marketing at PR in the mix 


It's important not to go full digital and forget about all of the traditional 
marketing methods that are still alive and well in contemporary culture 
such as print advertising like brochures, flyers, business cards, folders and 
letterhead/stationary. We outlined all of the important aspects of print 
marketing that you should consider and even threw a few suggestions your 
way of where to go for these print pieces at an affordable price point... 


7] " 


Phew, lots of “p"s there! 


The following companies were given major props and a shout from us: 
Vistaprint, Solopress and Moo. 


We ended with a note about the importance of PR and that it shouldn't 

be forgotten in the whirlwind of digital marketing. At their respective cores, 
marketing and PR and two totally different things with different goals, 
objectives and methods... PR or Public Relations exists to build favourable 
relationships with various stakeholders and audiences internally and 
externally. This differs from marketing or advertising as PR is at it’s core 
about relationship-building and developing an overall positive and effective 
public persona. A good distinction to end on and uphold going forward. 
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Free Ads with Google Ad Grants 


Remember that insanely awesome tip that we gave you about getting 
free ads from Google if you're a qualifying non-profit? Well if not, listen up! 
Google Ad Grants is a programme we discussed at length that gives up to 
$10,000 USD in Ad grants to non-profits that meet their criteria. 


We discussed what exactly Google is looking for organisations to support 
with this programme. Organisations that have a high-quality website that 
functions well, update their website and social accounts on a regular basis 
and drive home mission-based campaigns are at the top of Google's list to 
support with this particular programme. 


The Final Wrap Up 


Hey, that’s us! Congratulations... We made it! 


We've taken you through quite the digital marketing journey and we would 
like to thank you for coming along with us. We hope that you've learned 
some new tactics and tricks that you are now ready to put to good use 

for your organisation to create an incredible digital platform to maintain 
current visitors and attract new visitors! 


Now, for the last time, gather your digital strategy and go post some killer 
content! 


Smart-bidding, keywords, filtering results - all of that and more was Good Luck, 

discussed which you should definitely read and refer back to if you like MuseumNext 

free things... | mean, who doesn't?! 
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